Macy Takes Lead 
in Fair Trade 
Price Shaving 


New York, May 31—Fair trade 
price structure disintegrated here 
this week local department 
stores engaged in an all-out price 
war on nationally advertised items, 
much to the delight of consumers 
who thronged shopping centers 
looking for bargains. 

Elsewhere around the nation, 
nearly all retailers maintained 
their fair trade prices and express- 
ed hope that the price war would 
not spread to their cities. 

The first big break occurred 
Tuesday, May 29, when Macy’s, 
New York, the world’s largest de- 
partment store, took spreads in 
every New York daily and in 
papers in Westchester County and 
Connecticut (23 in all), plus spots 
on six radio and television stations, 
to announce price cuts on 5,978 
price-fixed items. 

Cuts involved 1,000,000 pieces of 
nationally advertised merchandise 
including household appliances, 
drugs, sporting goods, children’s 
articles, cooking utensils, men’s 
articles and merchandise in “many 
other departments.” 


as 


es A special force worked till late 
Monday night changing the prices. 


Macy’s president, Richard Weil Jr., 
said that the store carries “less 
than 40,000" fair-traded items in 
all categories. Selected for the 
first day's reductions were items 
“in which we are well situated 
and in which our stocks are good.” 
The store said that more items will 
be reduced “day by day.” The two- 
page ad contained a box which 
stated, “You can be sure that every 
price-fixed item which we can sell 
at a lowered price, without jeop- 
ardy to our complete assortments, 
will be sold at lower prices.” 

Most cuts reflected a 6% drop 
from the fair trade price. Televi- 
sion receivers and General Elec- 
tric appliances are not included in 
the original price cut. The store 
has not yet reached a decision on 
TV sets. 


e Mr. Weil pointed out that Macy’s 
is operating under a New York 
supreme court injunction barring 
price cutting on GE appliances. He 
said that Macy’s is appealing the 
case, which is now before the ap- 
pellate division and “if GE should 
ask the court to withdraw its ac- 
tion Macy’s will ask the court to 
continue the action toward a de- | 
cision on the merits of the case.” 
The Macy action followed by one} 
week the U. S. Supreme Court 
ruling that minimum resale con- 
tracts between manufacturers and 
retailers are not binding on stores | 
which decline to sign them (AA, | 
May 28). Macy’s has never signed | 
such contracts. 
(Continued on Page 4) 


Cost Problem Drastic, 
NAMP Members Told 


May 29—' 


Pocono MANnor, PA., 
The high costs and low profits of 
magazine publishing—plus the con- 
tinued prospect of higher postal 
rates—held the attention of the 
annual meeting of the National 
Assn. of Magazine Publishers. 

Walter D. Fuller, chairman of 
the board of Curtis Publishing Co. 
and chairman of NAMP, warned 
the group that the “situation is 
drastic’—that profits of publish- 
ers before taxes in 1950 were less 
than half what they were in 1945, 
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despite record advertising revenue. 

“Volume is fine if it’s profitable, 
disastrous if it’s unprofitable,” Mr. 
Fuller warned. He pointed to the 
cost of paper, to the sulphur short- 
age and to the postal situation. He 
called the proposed 60% postal in- 
crease enough “to drive some mag- 
azines out of the mails and others 
out of business.” 


During Summer — 


| unanimous opinion of the three- 


es Here are the highlights of the | 


session: 

Posta.: A. L. Cole, general man- | 
ager of Reader’s Digest and chair- 
man of the operations committee, 
summarized NAMP’s views on 
postal matters. They are that (1) 


large amounts of money can be! 


saved by revamping Post Office 

| procedure and modernizing it; (2) 
present rates may not cover pres- 
ent cost allocations, but that is be- 
cause allocations are incorrect; (3) 
the 60% proposed increase is “un- 
fair and unjustified,” since no one 
has produced figures to show more 
than a 30% increase is justifiable. 
He believes that no rate change 
joan be passed in time to take ef- 
fect before Jan. 1, 1952, and hopes 
that the second and third year in- 
creases can be made dependent 
upon the report of a commission 
which will examine the postal 
structure. 


2s Copyricut: Joseph A. Gerardi, 


McGraw-Hill Publishing Co., told 


;the group that an international 
(Continued on Page 69) 


1H OPENER—This color page in July 
issues of Life, Ladies’ Home Journal and 
The Saturday Evening Post opens a new 
refrigerator drive for International Har- 
vester Co. Co-op newspaper ads, outdoor 
and point of sale are being used also, 
through Aubrey, Moore & Wallace. 


‘Many AM Shows | 


| appeals on the motion of a group 


Will Be Missing 


New York, May 30—Although | 
decisions still are coming in, with 
advertisers taking their time about 
making vacation plans for radio, 
it looks as though the networks 
will have even more reason than 
usual for singing the radio hiatus 
blues this summer. 

Available information on this 
subject at American Broadcasting 
Co. was pretty sketchy, making it 
impossible even to indicate ex- 
pectations for coming months. 
Sterling Drug will take a hiatus on 
the “Album of Familiar Music” 
time, starting June 17. 

H. J. Heinz Co. will sponsor “A 
Life in Your Hands,” replacing its 
regular “Adventures of Ozzie and 
Harriet,” Friday from 8 to 8:30 
p. m., CDT. 

The programming picture at 
Columbia Broadcasting System 
will be considerably brightened by 

(Continued on Page 68) 


| Radio. Pending appeal, 
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Transit Radio Ruled 
Unconstitutional by 
U. S. Circuit Court 


WASHINGTON, June 1—The U. S 
circuit court of appeals here ruled 
today that the broadcasting of 
commercials and announcements 
by transit radio is unconstitutional, 
pointing out that the First Amend- 
ment does not protect commercial 
advertising. 

R. C. Crisler, president of Trans- 
it Radio, told AA today that the 
decision will be appealed by both | 
the Capital Transit Co. and Transit | 
he said, 
broadcasts will continue in Wash- 
ington and elsewhere. | 

The case reached the court of 


of Washington transit riders ques- | 
tioning the constitutionality of 
such announcements used on Capi- | 
tal Transit Co. vehicles. Judge 
Henry Edgerton, who issued the 


man court, said: 

“The public interest in freedom 
from forced listening outweighs 
the private interest in making 
more effective, by amplifying, a 
communication not protected by 
the First Amendment. . . 


s “Exploitation of this audience 
through assault on unavertable 
sense of hearing is a new phe- 
nomenon, but the Bill of Rights, 
as appellants say in their brief, can 
keep up with anything an adver- 
tising man or an electronics engi- 
neer can think of. . 

“The profit of the transit com- 
pany and the radio broadcasting 
company and the entertainment of 
one group of passengers cannot 
justify depriving them of their 
liberty.” 

The court directed the Public 
Utilities Commission to deal with 
the situation inasmuch as _ the 

(Continued on Page 8) 


Last Minute News Flashes 


_Nunn-Bush Shoe Appoints Bothwell, Hamilton 


New York, June 1—Nunn-Bush Shoe Co., Milwaukee, has appointed 


the recently affiliated agencies, W. 


Advertising Agency here, to handle 


vision advertising, effective July 1. 


iced by Hamilton’s Chicago office, 


Ear! Bothwell Inc. and Hamilton 
all of its magazine, radio and tele- 
The account, which will be serv- 
formerly was handled by Calkins 


& Holden, Carlock, McClinton & Smith. 


Ansco Promotes $10,000 Photography Contest 


New York, June 1—Ansco division, General Aniline & Film Corp., 
is using color and b&w pages in June and July issues of some 15 ama- 


teur, advanced and professional photography magazines to push 


“the 


largest color photographic contest ever held,” with more than $10,000 
worth of prizes. A total of 87 prizes will be awarded in the promotion, 
which closes Aug. 31. Biow Co. is the agency. 


Mutual Affiliates Okay 10% Rate Cut 


New York, June 1—The affiliates advisory committee of Mutual 


Broadcasting System has approved 


a 10% network rate decrease cov- 


ering all periods after 1 p.m., EDT. Sunday afternoon rates will be 
cut from two-thirds to one-half of the evening rate. The effective date 


is July 1—the same date set by the 


other three major radio networks. 


The Sunday afternoon loss of revenue will be shared by the stations, 
but the network will absorb the general 10% reduction. 


(Additional News Flashes on Page 67) 
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New York, June 1—Columbia 


| Broadcasting System this week is 


completing details for the launch- 
ing of commercial color television. 
The date of the first sponsored 
colorcast has not been set, but it 
will probably be June 22. That is 
the expiration date of the 25-day 
waiting period required for the 
Supreme Court’s mandate to reach 
the Chicago federal court, which 


originally heard Radio Corp. of 
America’s complaint 
Particulars as to stations, per- 


formers and advertisers who will! 
participate in this first colorcasting 
were being worked out at press 
time. Last fall when CBS was set 
to go ahead with color TV, after 
getting the green light from the 
Federal Communications Commis- 
sion, 15 stations were lined up to 
carry the first program s‘arring 
Columbia’s Arthur Godfrey. At 
that time there were at least 10 
advertisers bidding for sponsorship 
on the pioneer telecast. 


@ The redhead still is an odds-on 
favorite to lead the parade of tint 
programming. The first show is 
expected to be sold on a partici- 
pating basis to permit as many 
advertisers as possible to get into 
the act. Time will cost about $150 
an hour—practically nothing com- 


| pared with present b&w rates. 


Color programs at the outset 
will be mostly in the fringe hours 


not now covered by the b&w 
schedule, with a _ half-hour of 
prime evening time thrown in. 


When WCBS-TV, New York, 
transmits color, the station will be 
off the air as far as b&w set owners 
are concerned—excepting the rare 
few electronically minded individ- 
uals who have adapted their sets 
to pick up a CBS color picture. 


@ The goal by fall is for a weekly 
schedule of 20 hours of color 
shows, a sizable share of which 
undoubtedly will be local until 
there are some signs of an audi- 
ence. 

Among the sponsors believed in- 
terested in the publicity values of 
the color TV first are Lever Bros. 
Co., Chesterfield and Toni—all of 
whom are Godfrey backers—and 
General Mills and Bymart. Amer- 
ican Ramie & Kenaf Corp. has al- 
ready made the papers by wiring 
CBS an order for a weekly show 
on “as many CBS-TV stations as 
are available to demonstrate new 
fashion fabrics and industrial ap- 
plications of Ramie and Kenaf 
fibers.” 


e Although CBS contemplates no 
immediate demand for color tele- 
casting equipment from stations, 
three manufacturers—Westing- 
house Electric Corp., Federal Tele- 
phone & Radio Corp. and Reming- 
ton Rand Inc.—have been licensed 
to make cameras. Columbia, which 
will receive a 1% royalty on this 
equipment, estimates these cam- 
eras will cost 10% to 15% more 
than b&w cameras. 

To televise in color locally, a 
Station already equipped for TV 

(Continued on Page 66) 
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Canadian Government Considering Bill 
Increasing Postal Rates for Publications 


Toronto, May 31-—A _ proposed 
increase in postal rates for second 
class matter affecting Canadian 
publications, which would add ap- 
proximately $2,000,000 to the gov- 
ernment treasury, is under dis- 
cussion in the House of Commons 
at Ottawa 

The clause providing for heavier 
postal rates when advertising con- 
tent exceeds 54% would be 
dropped. Under the proposed re- 
vision, the rate on newspapers and 
periodicals published daily and 
having a circulation of 10,000 or 
more would be increased to 4¢ per 
pound from 1'%¢ plus the adver- 
tising charge previously levied. 

The previous rate of l‘¢ plus 
advertising charge would be in- 
creased 16 24%¢ on dailies with 
less than 10,000 circulation, to 3¢ 
on bi-weeklies with 10,000 or more, 
and bi-weeklies with less than 10,- 
000 would pay 2¢ instead of Il¢ 
plus advertising charge. 


Weeklies with 50,000 or 
circulation would be 


more 
increased 
from 1l'e¢ plus advertising charge 
to 3¢, and weeklies between 10,- 


000 and 50,000 would go up to 
2'e¢. The lowest rate proposed is 
l‘'e¢ for monthlies with less than 
10,000 circulation, which formerly | 
paid 1l¢ plus advertising charge. | 


e It is proposed to increase the 
rates for publications sent by mail 
to local delivery subscribers from 
l¢ for each four ounces to 2¢. 
Postal authorities say current rev- 
enues from handling newspapers 
and periodicals run between $3,- 
000,000 and $4,000,000 a_ year. 
Elimination of the advertising 
charge would cut off $500,000 but 
the increased rate charges would 
add $2,500,000, leaving a net jump 
of roughly $2,000,000 a year. 
Since the legislation was first 
introduced on May 21, no con- 
certed action of protest has been 


possible by the publications, but 
it is understood that meetings are 
being called by the various asso- 
ciations. It is felt that the increase 
could only result in increased cir- 
culation rates. 


@ Progressive Conservative leader 
Hon. George Drew raised a strong 
objection to the revision of the 
Post Office Act before the Com- 
mons on the grounds that the pro- 
posed rates were too high and 
would discriminate against news- 
papers, because magazines and 
other similar publications would 
pay less in relation to actual 
weight and cost of handling. The 
distribution of news is a vital 
part of the process of democracy, 
he said, but the freedom of the 
press is ineffective unless there 
is freedom of distribution and 
freedom of accessibility. 

Mr. Drew pointed out that this 
tax on business would eventually 
be paid by the public and that 
newspapers already pay a sales tax 
on newsprint from which period- 
icals of greater weight are exempt. 


Nair 


tz 


Brill, 


“Him and his public. | have an lowa-wide audience with my 


advertising in the Des Moines Sunday Register.” 


The stage is yours in a market of 22 million people where 
the annual gate is over 5 billion dollars—when you're in the 


Des Moines Sunday Register. 


So thoroughly does the Des Moines Sunday Register 
cover lowa that it’s regular reading in 3 out of 4 of all lowa 
homes. In 86 out of lowa’s 99 counties coverage ranges 
from 50% to 100%—and it's at least 25% in the others! 

The Des Moines Sunday Register is the only statewide 


newspaper in lowa that delivers the most of both parts of 
this big market: urban (it’s bigger than San Francisco, 


Boston, St. Louis), and farm (positively the richestanywhere). 
Now you can understand why only 9 other U.S.A. cities 
have papers as large as the Des Moines Sunday Register. 


Milline rate is only $1.77. 


MARKET RANKING AMONG 
AMERICA’S TOP 20 CITIES 


ABC CIRCULATION Sept. 30, 1950: 
Daily, 372,133—Sunday, 536,707 


| THE DES MOINES REGISTER ann TRIBUNE 


Represented by: 


Gardner Cowles, President 


Osborn, Scolaro, Meeker & Scott—New York, Chicago, Detroil, Philadelphia 


Doyle & Hawley—tos Angeles, San Francisco 


ARTISTS AT DINNER DANCE—New officers of the Cincinnati Art Directors Club 
caught by the comera at the club’s annual dinner dance, are Thomas Martin (left), 
art director of Stockton-West-Burkhart, president, and Richard Hehman (second 
from left), club vice-president and director of creative production, Kroger Co. With 
them are (second from right) William Sanning, Kroger ad manager, and Charles 
Gerhardt, art director of Procter & Gamble Co., retiring president. 


Postal charges on a 44-page pa- 
per with a circulation of more than 
10,000 were formerly $3 a year; 
under the new rate the charge 
would be $7.64 a year. On a 32- 
page paper with more than 10,000 
circulation, the rate would go up 
from $2.34 to $6.24. 

During the second reading of the 
bill, Postmaster General Rinfret 
said that in the last fiscal year 
the cost of carrying newspapers 
and periodicals was $15,800,000 
and the revenue from them $3,- 
995,000, leaving a deficit on that 
division cf postal operations of 
nearly $12,000,000. Costs this year 
will be higher to care for in- 
creased wages and transportation 
charges. 


@ Quebec's daily Le Soleil charged 
in a front-page statement that the 
increase involved serious preju- 
dice to Quebec’s French language 
dailies. While readers in provinces 
other than Quebec and possibly 
Nova Scotia are generally within 
100 miles of the newspaper plants, 
Quebec newspapers must rely on 
postal delivery to reach readers 
spread over an immense territory 
with scattered population and can- 
not find means of avoiding addi- 
tional costs due to higher postage. 

Replying to suggestions for a 
zoning system of newspaper rates 
on the parcel post method, Post- 
master General Rinfret said this 
has been examined and discarded, 
as it would involve additional ex- 
pense to both his department and 
the newspapers. 

A member from Prince Edward 


Island protested on behalf of 
weeklies, stating that many of 
them had been harmed by radio, 
yet the government-owned Cana- 
dian Broadcasting Corp. did not 
have to pay its way. 

In answer to a Quebec member’s 
protest, the postmaster general 
stated that extra charges for outer 
zones on a zoning system would 
fall heaviest on national maga- 
zines, which possibly were less 
able to pay higher costs than the 
larger dailies. 


Nesco Roaster Promotion 
Set for New York Area 


Nesco Inc., Chicago, has sched- 
uled a 13-week roaster promotion 
for the New York City area, be- 
ginning June 4 and = running 
through Labor Day. Full-page ads 
in newspapers will run June 7, and 
the drive will feature a “television 
barrage” on five stations: WABD, 
“Kitchen Fair”; WCBS-TV. “Mar- 
garet Arlen Show”; WJX-TV, 
“Dione Lucas Cooking Show”; 
WNBT, “Kathi Norris Show,” and 
WOR-TYV, “Saliy Smart’s Kitchen.” 

The newspaper ads also will an- 
nounce special reduced prices for 
the 13-week period. Nesco will 
give away three-piece enamelware 
cooking sets, worth $6, to each 
roaster purchaser. The company 
will study results of the drive in 
anticipation of using it as a model 
for similar campaigns. Roche, Wil- 
liams & Cleary, Chicago, is the 
agency. 


Feeley Leaves Daily ‘Time’ 

Gordon Feeley has left the ad- 
vertising staff of the Time, Green- 
wich, Conn. 


MOY 42 ee 


U. S. Pat. Reg. 


No. 531,356 


@ FROM THE 
BASIC IDEA 
TO THE 
FINISHED DISPLAY 


DIMENSIONAL 
ISPLAYS 
va lee 


RIVER RAISIN PAPER COMPANY 
DISPLAY DIVISION +» MONROE, MICHIGAN 
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Based on today’s selling conditions 
at the critical retail level 


The Chicago Tribune 


SELLING at the retail level today is 
creating new, difficult conditions 
for the manufacturer. With little 
personal selling in the stores and 
an accelerated trend towards self- 
service, retailers are not interested 
in stocking brands their customers 
are not interested in buying. 

The critical stage of selling has 
moved out of the store and into 
the home. 

To meet the situation the Chi- 
cago Tribune has developed a 
sound procedure that can build an 
impressive consumer franchise for 
your brand. 

It can give you an important 
share of day-to-day buying by con- 
sumers, relatively undisturbed by 
competition, that breaks through 


the apathy or resistance of re- 
tailers. Because the plan meets the 
retailers’ cost-heightened need for 
greater store volume and faster 
turnover, it gets their support in 
larger inventories and better store 
display. 

Based on retail selling, the plan 
works at the retail level. It is inte- 
grated with consumer habits and 
retail thinking. It gives you the 
benefit of the retailers’ own pro- 
motion. It gets more efficiency 
from your own sales staff. 

Proved in Chicago, the plan also 
can be employed in other markets. 
It works in the big unit field as 
well as in packaged goods lines. 
Because it is effective in building 
a measurable consumer franchise, 


Consumer-Franchise Plan! 


it gives significant value to any 
dealer-franchise plan you may 
have. 

Here is the kind of a program 
that makes sense to executives 
who bear the responsibility of get- 
ting immediate sales and those 
concerned with long-term consid- 
erations of continued company 
growth and earnings. 

If you want high annual volume 
and a greater share of the business 
out, you will want to get the details 
of this consumer-franchise plan. 

A Tribune salesman will be glad 
to tell you how you can use it in 
your operations to get more sales 
and a stronger market position. 
Ask him to call. Do it now while 
the matter is fresh in your mind. 


Chicago Tribune 


THE WORLD’S GREATEST NEWSPAPER 


CHICAGO TRIBUNE REPRESENTATIVES: 


: New York City Detroit San Francisco 
A. W. Dreier E. P. Struhsacker W. E. Bates 
1333 Tribune Tower 220 E. 42nd St. Penobscot Bidg. 155 Montgomery St. 


Los Angeles 


Fitzpatrick & Chamberlin Fitzpatrick & Chamberlin 


1127 Wilshire Blvd. 


MEMBER: FIRST 3 MARKETS GROUP AND METROPOLITAN SUNDAY NEWSPAPERS, INC. 
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ABC Board Okays Merger 

The board of directors of Amer- 
ican Broadcasting Co., New York, 
has approved the proposed plan 
for merging that company with 
United Paramount Theaters. The 
deal still must be approved by 
ABC stockholders, UPT directors 
and stockholders and the Federal 
Communications Commission. 


Broidy Buys Sunset Studios 
William F. Broidy Productions 
has acquired Sunset Studios, Hol- 
lywood, and has moved its tele- 
vision production business to Sun- 
set’s plant at 5545 Sunset Blvd 
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Macy Takes Lead 
in Fair Trade 
Price Shaving 


(Continued from Page 1) 

Varying reactions to the Macy 
move were expressed by store 
executives throughout the city. 
Bloomingdale's said, “We won't let 
anyone undersell us continually.” 
Others, like Hearns, decided to 
wait and see,” and still others 
said guardedly that a general price 
war on fair trade goods is in the 
offing. A Gimbel’s spokesman told 
AA that it is cutting prices on fair 
trade items immediately, following 
receipt of shoppers’ reports on the 
competition—presumably Macy’s. 
By today, however, the war was 


on full blast, involving most major 
department stores. Some, such as 
Bloomingdale's, were resignedly 
“meeting the competition.” Others, 
like Brooklyn's Abraham & Straus, 
third largest department store in 
the city, were going the instigator 
one better by cutting prices 10%. 
As soon as Macy’s comparison 
shoppers reported the cuts, the 
34th St. store lopped off another 
6%. Other shoppers promptly re- 
ported the Macy’s cut. Thus, the 
bid-you-down circle went on all 
week with some leaders taking 
an especially heavy licking. Toast- 
master, for example, was cut from 
$23 to $21.59 Tuesday morning. By 
midafternoon today, Macy’s was 


selling the automatic toaster for 
$14.72. 
There was no telling where this 


sort of price plummeting would 
end. Mr. Weil says Macy’s will 
continue to maintain its 6% less 
for cash policy, and other stores 


insist they will equa! the competi- 
tion. Jack I. Straus, president of 
the parent R. H. Macy & Co., gave 
some inkling as to the possible 


rock bottom when he said that the | 
6% policy does not apply to selling | 


below cost. 


e For the present, only Macy’s, 
New York, and its suburban out- | 
lets are affected. Mr. Weil said | 
that other Macy stores “do not 
have, so far as I know, the obliga- | 
tion which Macy’s, New York, has 
—to sell for 6% 
wherever possible.” 
Mr. Weil said that he expects 
“no trouble in replenishing stocks 
of the cut-price items” and added 
that it is “perfectly possible” that 
legal tests of Macy’s policy will 
develop. He expects a “flurry” of 
competitive price cuts but believes 
that, as in the past, competitors 
will revert to their original prices 
“after a few days or a week.” 


tone 


“for 


| distinguished 
Service” 


presented to THE DENVER POST 


Citation! 
CISTISGLUISREL 
STLVICE AWALL 


DENVER POST 


Os 


AMEMICA™ PAIRS ASSOCIATION 
Smt OF PRE er cme Seen 


by THE AMERICAN DAIRY ASSOCIATION 


“The Denver Post, mighty Voice of the Rocky Mountain Empire, 
merits special commendation from the Dairy Industry... 
especially in its unusual use of food photographs in color... 
For these achievements . . . the American Dairy Association is 
happy and proud to present this Distinguished Service 
Award for 1951 to The Denver Post.” 


In accepting the award, The Denver Post and its food editor, Helen Messenger, 
are fully conscious of the fact that the newspaper did not achieve this honor alone. 
A full share of the credit belongs to the food advertisers in The Denver Post. 
These advertisers have also “advanced the cause of good eating and the standard 


of living.” 


CIRCULATION 
Se eee 231,888 
PO vee 962,784 


Empire Magazine and Comics. 395,087 


A.B.C. Publisher's Statement 
September 30. 1950 


THE DENVER POST 


Phe Voice of the Rocky Mountain Empire 


PALMER HOYT, EXITOR AND PUBLISHER 


Represented Nationally by Moloney, Regan & Schmitt, Inc. 


less for cash} 


Advertising Age, June 4, 1951 


The newspaper ads listed “111 
of the 5,978 items on which you 
pay less than yesterday's price- 
fixed prices.” The page compared 
“yesterday's price-fixed price” 
with “today’s price-free price.” 


@ Typical items included: ASR 
table lighters, reduced from $14.95 
| to $14.04; Arrid deodorant, reduced 
| from 43¢ to 39¢; Bayer’s aspirin, 
| 100 tablets, reduced from 5¥9¢ to 
54¢; ten current best-seller books, 
ranging from $3 to $4.50, reduced 
to $2.82 and $4.23; DeJur movie 
projectors, reduced from $167.50 
to $157.44; Johnson’s wax, reduced 
from $2.98 to $2.79 a gallon. 
Other examples are: Lewyt 
vacuum cleaners reduced from 
$89.95 to $84.50; Palm Beach sum- 
mer suits reduced from $29.95 to 
$28.14; Proctor ironing boards re- 
duced from $13.95 to $13.09; Ron- 
son lighters reduced from $6.60 to 
$6.19; Sunbeam Mixmasters re- 
duced from $46.50 to $43.50, and 
Swank jewelry, ranging from $1.95 
| to $10, reduced to $1.83 to $9.39. 
Many of these items have since 
been reduced five and six times; 
some are now more than 40% 
lower than the original cut price. 
Across the country, according to 
a Fairchild News Service survey, 
most retailers considered the price 
war a local family quarrel, would 
not make their own price cuts, but 
would meet competition if some- 
one jumped the gun in their cities. 


@ Max Hess Jr., president of Hess 
Bros. department store, Allentown, 
Pa., in a New York speech (see 
story on Page 67) May 31, said 
three things could happen as a 
result of the current price-war: 

“1. The price cutting won't last. 
Stores must maintain a certain 
percentage of gross profit-—their 
expenses are fixed and must be 
met. Prices will tind a level and 
stay there. 

“2. Some of the discount dealers 
will not survive the storm. Some 
of the producers will admit their 
own error in supplying these deal- 
ers and end the practice. 

“3. The end result will be good. 


Competition and the public will 
set the prices—the producers will 
have to be guided by this. They 


can no longer rely on their own 
arbitrary price-setting.” 

Mr. Hess declared that producers 
have only themselves to blame for 
the Supreme Court ruling on fair 
trade. “They made the fair trade 
structure which tied the hands of 
the reputable retailer,” he said. 
|“But the producers continued to 
sell to the discount houses, the 
sharp dealers, the ‘second story’ 
men of the retail world, whose 
only basis for existence is the cut- 
ting of prices. When the reputable 
dealers fought this, the producers 
did not uphold them, did not stop 
supplying these ‘sharpies.’ 

“The death of the fair trade 
law was inevitable—the producers 
killed their own goose,” he said. 


Phoenix Industries Buys 
Nedick’s Luncheonette Chain 


Walter S. Mack Jr., head of 
Phoenix Industries Corp., disclosed 
his company’s acquisition of 90% 
of the stock of Nedick’s Inc., an 
| East Coast chain of 90 luncheon- 
|ettes. The deal involved 900,000 
shares, for which Phoenix Indus- 
| tries Corp. paid $3,700,000. 

Mr. Mack was president of Pep- 
| si-Cola Co. until September, 1950, 
when he resigned as chairman of 
| the board. In January he formed 
| Phoenix Industries Corp. to invest 
in “special situations,” principal- 
ly in the industrial and merchan- 
dising fields (AA, Jan. 22). 


Dragon Is ‘Baby Snooks’ Sub 

Carmen Dragon and his orches- 
tra have been named to complete 
|the three weeks remaining on the 
“Baby Snooks” NBC schedule of 
Lewis Howe Co., St. Louis, follow- 
ing the death of Fanny Brice. 
The Tums manufacturer has an- 
|nounced no _ post-hiatus radio 
| plans. 
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“DEALERS CHOICE” 
Again ta 1750. 


Here’s the kind of support 
GOOD HOUSEKEEPING Advertisers Command 


FOR EVERY PAGE DEALERS BOUGHT RATIO OF TIE-IN NEWSPAPER 

IN THESE MAGAZINES... . . . . (PAGES) "IN NEWSPAPERS®* A NAGAINE PAGES™" 
GOOD HOUSEKEEPING ....1774........0.. WN. ios os eee 10.5 
LADIES’ HOME JOURNAL... . 1459... en Terre cat ll 
WOMAN'S HOME COMPANION. 951........0.. Ne bie A asda MS: 0% 3 
NE iv ies nt Rae Ae ae a ara ny eee 6 
LIFE (52 ISSUES)... 2... ae gee ee ee PR 6s cian oe 
BETTER HOMES & GARDENS ..1726........... a ee ee 5 


*Pages of advertising from PIB, January through December, 1950. 
**A.C.B. report January through December, 1950. (Newspaper page calculated on a 2300 line size.) 
*** Figures should be read as follows: For every page of manufacturers’ advertising in GOOD HOUSEKEEPING dealers bought 
10.5 pages of tie-in newspaper advertising. 


To National Advertisers and their Agencies: 


The facts speak for themselves. 


If your magazine advertising isn’t being multiplied many times over at the retail level, 
let us tell you more about GOOD HOUSEKEEPING. 


GOOD HOUSEKEEPING 2 


THE HOMEMAKERS’ BUREAU OF STANDARDS 9,971 ,000 
57th Street at 8th Avenue, New York 19, N.Y. READERSHIP 
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Pimm’‘s for Summer Urged in New Wile Copy 


New YorK, 29—Julius 


Wile Sons & Co. 


May 


promotion campaign for Pimm’s, ' 


the gin sling drink, and will use 
weekly ads in Cue, Promenade 
and The New Yorker through the 
summer. Single columns have been 
scheduled. 

J. D. Tarcher & Co., the Wile 
agency, said newspaper space will 
probably be added to the schedule 
a little later and will appear at 
least weekly in New York and Los 
Angeles dailies. 

The promotion campaign also 
calls for popularizing the “Pimm's 
season” via the theme “As refresh- 
ing as a collins.” Aim of the pro- 
motion will be to establish Pimm’s 


Remember 


WM. F. RUPERT 


Compiler of NATIONAL 
BIRTH LISTS EXCLUSIVELY 
for over 55 years 
90 Fifth Ave., New York 11 
OR 5-3523 


When you 
need 


RECENT 
BIRTH 
LISTS 


has renewed its! cooling summer drink market. 


* for the 


as a major contender 


e Arrangements are being made 
for Pimm'’s again to act as sponsor 
of a Pimm’s cup tennis tournament 
at Forest Hills, L. I. A Pimm’s cup 
trophy is expected to be given to 
the winning team in the roller 
derby championships to be held 
shortly at Madison Square Garde 

Wiie will increase point of sale 
displays, using an expanded pro- 
gram of counter and window dis- 
plays for package stores, bars, 
taverns and restaurants. A giant 
pewter-colored cardboard replica 
of a Pimm’s cup, with three hooks 
on either side from which tankards 
will be hung, is to be distributed. 
The specially designed tankards 
are designed to add to the drink’s 
popularity in the home and res- 
taurant. 

Summertime recipes. using 
Pimm's are planned to appear in 
food columns, especially here and 
in Los Angeles and Chicago. 


Portland Artists Elect 

Clive Davies, art director of the 
Portland, Ore., office of McCann- 
Erickson, has been elected presi- 
dent of the Portland Advertising 
Artists Guild. Other officers 
elected are Ray Rogers of Associ- 
ated Designers, vice-president; By- 
ron Ferris of 722 Cascade Adver- 
tising Art, secretary, and Ed De- 
Temple, advertising director of 
Blitz Advertising, treasurer. 


n. Mogul Co. Elects Rino Negri 


Rino Negri, vice-president of 
Emil Mogul Co., New York, has 
been elected to the board of di- 
rectors of the agency. Mr. Negri 
continues to head the foreign lan- 
guage department. 


Miss Michals Joins Gilbert 
Jeanette Michals, formerly with 
Norman D. Waters & Associates, 
has joined Gilbert Advertising, 
New York, as an account executive. 


WHEE Appoints Forjoe 


WHEE, Boston, formerly WBMS, 
has appointed Forjoe & Co. as its 
national representative. 


Advertising Age, June 4, 1951 


Frozen Food Makers Becoming Accustomed 
to Talk in Terms of Millions and Billions 


Cuicaco, May 29—The frozen 
foods industry will spend approxi- 
mately $7,000,000 in 1951 for na- 
tional advertising, E. W. Williams, 
publisher of Quick Frozen Foods, 
told the Sales Executives Club of 
Chicago yesterday. 

Stressing the growth and ex- 
pansion of the industry, Mr. Wil- 
liams said that frozen foods have 
reached a per capita consumption 
of 12 pounds per year and should 
surpass 20 pounds by 1953. He 
estimated that the industry will 
do a total volume of three-quar- 
ters of a billion dollars at the re- 
tail level in 1951. 

John Fox, president of Minute 
Maid Corp., said that the produc- 
tion of orange juice concentrate 
has changed the economy of the 
state of Florida. In 1940, only 15% 
of Florida oranges went to pro- 
cessing; today, 60% of the Florida 
crop is processed. 


“Today there is a shortage of 


MORNING 


THE OKLAHOMA PUBLISHING CO. 
THE FARMER-STOCKMAN 
WKY © WKY-TV, OKLAHOMA CITY 


Represented by THE KATZ AGENCY, INC. 


ape er in the Sout 


mam PEOPLE! 


ythwest 


ONLY ONE newspaper in the South- 
west has a Sunday circulation of more 
than a quarter of a million— The 


1950. 


THE DAILY OKLAHOMA 


143,894 


COMBINED 


258, 


764 


EVENING 


as 2%. 


Sunday Oklahoman! 

Pins on the maf show the largest Sun- 
day circulation in each city. All figures 
from Publishers’ statements, Sept. 30, 


114,870 


OKLAHOMA CITY TIMES 


“<_ “Magaz (nee 


No Sunday Magazine Section in the 
Southwest reaches so many homes as The 
Sunday Magazine Section of The Daily 
Oklahoman. No national Sunday 
supplement penetrates Oklahoma so much 
Locally edited — locally printed 
——it enjoys high reader interest that pays 
off for advertisers. Ask your Katz 
representative for result stories. 


oranges in Florida, instead of an 
oversupply,” he added. 


@ Martin Mathews, vice-president, 
Snow Crop Marketers division of 
Clinton Foods Inc., also stressed 
the effect of frozen concentrates 
on Florida citrus production, 
pointing out that it increased “a 
stupendous 5,500% in less than five 
years.” 

Mr. Mathews also called frozen 
concentrates “a real life saver” for 
the grocer, as they carry the fro- 
zen food business during the sea- 
sonal slump when fresh fruits and 
vegetables are most readily avail- 
able. 

Emphasizing the recent growth 
of the industry, Mr. Mathews 
pointed out it took 15 years for 
frozen foods to reach the first 
billion-pound production and only 
four years to reach the two-bil- 
lion-pound level. Promotion and 
advertising, he said, are greatly 
responsible for this. 


@ He said that since April, 1950, 
his own company has been spend- 
ing more advertising dollars in 
national TV than in any other me- 
dium and now is carrying a 52- 


week schedule of 84 half-hour 
programs in 51 cities. He added 
that Snow Crop also uses 37 


newspapers weekly in 32 cities 


|and giveaway participations in 18 


radio and TV shows. A summer 
newspaper campaign is also being 
launched with large space ads in 
67 cities. 

George Mentley, sales manager, 
Birds Eye-Snyder division of 
General Foods, said that, in addi- 
tion to building up an entire new 
industry from scratch, frozen 
foods have also created a billion- 
doll. stimulation of jobs. Today, 


' Mr. Mentley pointed out, there are 


3,000,000 home freezers in use, 


‘more than $100,000,000 worth of 


freezing cabinets in 200,000 retail 
stores, 32,000 super-insulated rail- 
way cars and trucks for transport- 
ing frozen foods, and 11,000 locker 
plants. 

William C. Mitchell, in charge 
of frozen foods, Libby, McNeill 
& Libby, and William Lippman, 
president, Morris Fisheries, also 
spoke. 


|Grant & Wadsworth Names 2; 


Gets Three New Accounts 

Harold Tveter, formerly in the 
advertising department of Outdoor 
Life. has been named account ex- 
ecutive and manager of the new 
business department of Grant & 
Wadsworth, New York agency 
Ray Ovingon, formerly account ex- 
ecutive of Bermingham, Castleman 
& Pierce, has been named chair- 
man of the plans committee. 

The agency has been appointed 
by the following advertisers: Bee- 
be Cordage Co., Cranford, N. J.; U. 
S. Fiber & Plastic Corp., Stirling, 
N. J., and Zwicker-Graf Mfg. Co., 
New York. 


Hable Joins Watt Publishing 

Edward J. Hable, formerly with 
Katz Agency, station representa- 
tive, has joined the New York of- 
fice of Watt Publishing Co., pub- 
lisher of Poultry Tribune, Pacific 
Poultryman, Hatchery and Feed, 
Turkey World, Broiler Growing 
and Better Farming Methods. 


Appoints Duane Jones 
Chr. 


Bjelland & Co. has ap- 
pointed Duane Jones & Co., New 
York, to handle advertising for 


King Oscar brand kippered herr- 
ings, kippered snacks and sardines. 


Always Depe 


dable Quality and Service 


COMPLETE COLOR BOOKLET 
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DORIS SHARP, mother of two children, is the owner of 
Radio Registry, which serves 1,500 clients. In addition, she 
operates a leading TV casting agency. She says: 


“My time is so valuable to me that I really need Quick. | carry 
it with me while traveling to and from the office. I read it 
cover-to-cover and find it gives me all the news. It’s relaxing 
and entertaining, too.” 


LEARN WHY so many alert, active people are relying on Quick. 
Ask us for “Reading Habits of Subscribers” a study 

conducted by researchers of a leading university on reader 
reactions to Quick. You'll discover why Quick's circulation has 
grown in each of the seven quarters of its dynamic young life... 
why sales have passed 1,100,000 in recent issues! 


Quick offers you: 


1. Anew circulation guarantee . . . increased to 1,100,000 
—effective October 1, 1951. 


2. By far the lowest cost per thousand in the weekly field 
... only $1.92 based on the new circulation guarantee —(1 time, B&W page.) 


3. Rates and circulation guaranteed for a full year 
. .. through September, 1952. 


4. Spotlight visibility —every ad a full page. 


THE POCKET NEWS MAGAZINE BUSY PEOPLE DEPEND ON fae 
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Transit Radio Ruled 
Unconstitutional by 


U. S. Circuit Court 


(Continued from Page 1) 
Capital Transit Co operated 
under government auspices. For 
this reason, storecasting by private 
businesses will probably not be 
affected by the ruling. 

The court ruling applies specifi- 


1s 


cally to announcements and com- 
mercials, but does not cover the 
broadcast of music. 

Capital Transit Co. has a con- 
tract with Transit Radio Inc. to 
provide broadcasts in transit vehi- 
cles. Transit Radio, in each city 
it serves, arranges for installations 
of FM receivers in transit vehicles 
and for special broadcasts from an 
FM station. It pays a fee to transit 
companies in each city to com- 
pensate them for carrying the FM 


for REACHING THE TOP 


Adam J. Young, Jr., Inc. 


BEST IN TALENT BEST IN PROGRAM BEST 


-. TOPEKA'’S ONLY FULL- 


K: EAY™ REGIONAL STATION 


EKA MARKET 


broadcasts. ! 

Transit Radio made its first ap- 
pearance in the Cincinnati and 
Covington, Ky., area, in 1947. The 
company now has contracts for 
such vehicle broadcast advertising 
in about 21 cities. Approximately 
4,700 vehicles in those cities are 
radio-equipped to handle such 
broadcasts, and about 150 national 
advertisers have used or are using 
the medium. 

Transit Radio has had consider- 
able difficulty in some cities in 
obtaining permission to arrange 
broadcasts. In Duluth, Baltimore, 
Minneapolis and Topeka, Kan., 
various municipal obstacles have 
been raised by governing bodies 
and these have in some cases 
nullified Transit Radio’s plans. 


KGF]J, Los Angeles, Ups Rates 
Station KGFJ, 250-watt Los An- 

geles outlet, has raised its Class A 

hourly rate from $40 to $65. 


Sales to Taper Off 
Later in Year, Say 
100 Top Sales Execs 


New York, June 1—An increase 
of 18.6% in business this year— 
but with a marked tapering off 
in sales during the latter part of 
the year—is anticipated by sales 
executives of 100 leading com- 
panies. 

This result of a survey was an- 
nounced at the annual convention 
of the National Sales Executives 
at the Waldorf-Astoria. 

The tapering-off pattern, it was 
said, was particularly noticeable 
among sellers of civilian hard 
goods, who expect a total gain of 
27.7% for the year. These people 
reported first-quarter sales at 40% 
higher than in the corresponding 
1950 quarter, but estimates of 
second-quarter sales show an an- 
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28% sales increase in 2-year period 
for GRiT-advertised “stove-for-heating”’. 
Consistently advertised in GRIT, this stove registers consistent gains in the GRIT market. 
GRIT Families, in 16,000 True Small Towns, show their confidence in GRIT-advertised 
products where it counts the most...at the point of sale!...56% of GRIT Families own 
Mechanical Retrigerators, 92° own Electric Irons, 85° own Electric Washers, 54% own 
Vacuum Cleaners, 99° own Cooking Ranges. 


A Wek? 
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AYA sine Soreness 


WILLIAMSPORT, PA. 


Ask Osborn, Scolaro, Meeker & Scott 


for the GRIT Reader Survey 
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Small Town America's Greatest Family Weekly 
—with more than 600,000 circulation 


SHORT CLOSING DATE; LAST FORMS CLOSE MONDAY PRECEDING DATE OF ISSUE! 


! 


Advertising Age, June 4, 1951 


ticipated gain of 25.5%, and the 
third-quarter figures 19.3% ahead 
of 1950. 


|@ Soft goods vendors expect an 


average gain of 9.5% in sales for 
the year, with first-quarter sales 
19% higher than 1950. Second- 
quarter estimates run 2.8% higher, 
with third-quarter estimates going 
back up to 11.6% higher than the 
same 1950 level. 

As for inventories, 444% of 
hard goods suppliers reported they 
were higher than usual, with the 
remaining 55.6% carrying lower 
than normal stocks. Soft goods 
people were divided like this: 
16.7% said inventories were above 
normal; 50% said they were lower, 
and 33.3% said they were about 
equal to what they should be. 


@ More than 2,000 members of 
the NSE were asked, at a giant 
sales rally at Carnegie Hall, to 
face the hard fact that sales ef- 
forts have lagged since the Korean 
War started. 

W. G. Power, advertising man- 
ager of Chevrolet division of Gen- 
eral Motors, stressed the need to 
keep selling in spite of the lure 
of defense program slowups. He 
said that automobile sales forces 
are “woefully unprepared to do 
tough selling.” He attributed this 
to a lack of experience, since 70% 
of the people selling autos entered 
the business since 1941. This con- 
dition in the automobile business, 
he added, is typical of nearly ev- 
ery field of business today. 


e Elmo Roper, opinion and mar- 
ket analyst, told the convention 
that the current jamming up of 
inventories was due to: (1) The 
abnormal buying rush that started 
with the Korean War; (2) tighten- 
ing of credit regulations; (3) 
failure of anticipated shortages 
to restrict seriously the availabil- 
ity of civilian goods to date, and 
(4) the flow of military orders 
having been below what was an- 
ticipated six months ago. 

Mr. Roper predicted more infla- 
tion in the months ahead. The na- 
tion, he said, cannot spend $60 to 
$70 billion a year on war mate- 
rials without expecting inflation 
and short supplies of civilian 
goods. 

Al Seares, vice-president of 
Remington Rand Inc., New York, 
was named chairman of the board 
of the NSE. Mr. Seares, who 
served as treasurer last year, suc- 
ceeds Arthur A. Hood, vice-presi- 
dent of Vance Publishing Co., Chi- 
cago. 


Harshe Names Don Shields 


Don Shields, formerly a writer 


| for the International Refugee Or- 


ganization, a United Nations 
group, has been named assistant 
account executive of Wm. ; 
Harshe Associates, Chicago public 
relations concern. 


United Aircraft Names Lee 
Donald B. Lee, on the public 
relations staff of Pratt & Whitney 
Aircraft, division of United Air- 
craft Corp., East Hartford, Conn., 
has been promoted to advertising 
assistant of the parent company. 


Biow Appoints Gillette 

Roland Gillette, who recently 
resigned as_ vice-president of 
Young & Rubicam, has joined Biow 
Co., New York, as executive pro- 
ducer for radio and TV. 


| Sam Johnston Joins WSAI 


Sam Johnston, formerly on the 
sales staff of Station WCPO, Cin- 
cinnati, has joined the sales staff 
of Station WSAI, Cincinnati. 


aso | ENLARGED TRANSPARENCIES 


NEW! NEVER BEFORE such brilhant, spark 
ling. clean, hgh fidelity full-color photo 
graphic reproduction 1n quantity Electronic 
precision control produces new splendor’ 
Approval proofs submitted Write for sam- 
piles, prices Satisfaction, fast service GUARAN- 
TERED. Color correction for ultumate accuracy. 
AD-COLOR CORP 640 5 Arroye Parkway Pusedens | (olf 


PRODUCERS OF A, HOSE PARADE COLOR PRINTS 
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market! 


In a few short years Sunset has stepped 


anne 
ve 2, 
xe 


Growing even faster 
than its fast-growing 


progressively higher among the nation’s leading 
magazines. Printers’ Ink Advertising Linage 
Reports, for example, show how Sunset has jumped 
from 25th to 6th place among 57 General 
Magazines* with the May issue... 


MAY GENERAL 


MAGAZINE* LINAGE—Compiled by Printers’ Ink 


(RANKED IN ORDER OF TOTAL ADVERTISING LINES) 


1945 


Fortune 
House Beautiful 
House & Garden 
Town & Country 
Motor Boating 
Esquire 
Yachting 
Better Homes 

& Gardens 
Air Trails 
American Home 
Cosmopolitan 
Banking 
Field & Stream 
Outdoor Life 
Popular Science 
American Magazine 
Redbook 
Nation’s Business 
Forbes 
Popular Mechanics 
Sports Afield 
Air News 
Atlantic Monthly 
Dun’s Review 


Sune 


Mechanix 


llustrat 


1946 


Town & Country 
Fortune 
House Beautiful 
Esquire 
Yachting 
House & Garden 
Motor Boating 
Better Homes 

& Gardens 
Air Trails 
American Home 
Cosmopolitan 
Field & Stream 
Outdoor Life 
Sports Afield 
Popular Mechanics 
American Magazine 
Banking 
Popular Science 
Nation’s Business 


Sunset 


1947 


House Beautiful 
Better Homes 

& Gardens 
Fortune 
Town & Country 
Esquire 
House & Garden 
Yachting 
Motor Boating 
Holiday 
Field & Streain 
American Home 
Sports Afield 
Outdoor Life 
Cosmopolitan 
Popular Mechanics 
Air Trails 


Sunt 


True 
Redbook 
The Instructor 


Dun’s Review 
Pic 


Popular Science 
American Magazine 
Banking 

True 

Extension Magazine 
Redbook 

American Rifleman 
un’s Review 


Why this success of a 
regional magazine? 


SUNSET’s territory, the Far West, is the country’s fastest-growing 
region. But population growth alone does not account for the 
fact that SUNseT gained more advertising pages per issue during 
the first quarter of 1951 than all but two national magazines... 


1948 


Better Homes 
& Gardens 


House Beautiful 
House & Garden 
Fortune 

Holiday 
Yachting 

Motor Boating 
American Home 
Town & Country 
Esquire 


Sunset 


Field & Stream 
Sports Afield 
Popular Mechanics 
Outdoor Life 
Cosmopolitan 
Popular Science 
Banking 

American Magazine 
Dun’s Review 
American Rifleman 
Air Trails 

True 


Mechanix 
Illustrated 


Redbook 


1949 


Better Homes 
& Gardens 


House Beautiful 
House & Garden 
Holiday 

Fortune 
American Home 
Yachting 

Motor Boating 
Esquire 

Field & Stream 
Sunt 


Town & Country 
Popular Mechanics 
Sports Afield 
Outdoor Life 
Popular Science 
Cosmopolitan 
Banking 

American Rifleman 
American Magazine 
The Instructor 
Ebony 

Dun’s Review 

Air Trails 
Mechanix 
Illustrated 


1950 


Better Homes 
& Gardens 


House Beautiful 
House & Garden 
Holiday 

Fortune 

Motor Boating 
Yachting 
Modern Industry 


_ American Home 


Sune 


Esquire 
Town & Country 
Field & Stream 
Outdoor Life 
Sports Afield 
Popular Mechanics 
Ebony 

Popular Science 
Banking 
Cosmopolitan 
American Rifleman 
American Magazine 
Dun’s Review 

Air Trails 

Living for Young 
Homemakers 


Note: In number of PAGES of 
advertising SUNSET 
lace 


is in fourth 


1951 


Better Homes 
& Gardens 


House Beautiful 
House & Garden 
Fortune 
Holiday 


Sunset 


Esquire 
Modern Industry 
Motor Boating 
Yachting 
American Home 
Town & Country 


Living for Young 
Homemakers 


Ebony 

Banking 

Field & Stream 
Sports Afield 
Popular Mechanics 
Outdoor Life 
Popular Science 
Dun’s Review 
American Rifleman 
The Instructor 
wre 
ting & Fishin 


*Printers’ Ink lists “Women's” and Weekly Magazines 
in separate classifications 


The rest of the story is that more and more advertisers are 


recognizing that SUNsetT—because it renders an unduplicated 
editorial service—is the one and only authentic guide to Western 


Living. Thus it is also the most reliable guide to purchasing of 


goods and services that make Western Living complete. 


ow 
THE MAGAZINE OF WESTERN 


CIRCULATION OVER 475,000 
LANE PUBLISHING COMPANY 


Pei 
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SAN FRANCISCO 


LIVING 
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YW, To gain rooftop altitude on a pogo stick takes some 
7 \ doing. It also takes some doing to bring a block of 


kid shows to an all-time high in network radio. 


| 
| Mutual’s kid strip (5-6 p.m., weekdays) not only 
tops the field in ratings and audience and homes 
| per dollar; it’s even topping its own best records, 
| coast to coast— despite the best that TV can offer. 
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A three-year report on these high-flying operations 
is posted on the fence below. Note, please, that 
these are merely average figures per broadcast. 
; Actually, a typical 3-a-week sponsor is now reach- 
ing nearly 5,000,000 different homes per week. 


In case your sales could use an extra bounce, Kid 
PLUS is just the boy to show you the way ... up. 
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The Fair Trade Situation 

It is still too early to properly assess the effects of the Supreme 
Court decision on the Miller-Tydings Act, which held that a manu- 
facturer in interstate commerce could not enforce a minimum resale 
price against a retailer who had not signed a price agreement with the 
manufacturer. 
; One thing seems certain: There will be a period, probably of some 

ngth, in which fair trade laws will to all intents and purposes be 
Gon-existent. Wishful statements of fair trade proponents which point 
aut that fair trade can still be enforced in a manufacturer’s home 
State, and against those retailers who have individually signed agree- 
ents, are actually mere wishful thinking. 

The basis on which fair trade has been able to operate is the fact 

at all retailers in the fair trade states have been subject to the 

w, not just those who felt like signing agreements. And while 
I anufacturers will undoubtedly try to take advantage of the “home 

ite” situation to maintain fair trade in the states in which they 
r individually domiciled, here again the net effect is likely to be 

yt too exciting 
} There is a general feeling that drug store products (the field in 
Which fair trade got its initial impetus) are not so likely to feel any 
rious ef‘ects of price cutting as quickly as is the major appliance 
= where price is certainly going to be the talking point for the 
Present 

That there will be attempts to secure passage by Congress of new 
législation which will plug the huge hole the Supreme Court decision 
has blown in the fair trade citadel is certain. But at the moment, 
itis by no means equally certain that such attempts will be succesful. 
* The economic climate now is quite different from what it was in 
1937, the adopted. 
Whether Congress would be as eager now to prevent loss leader sell- 


when Miller-Tydings enabling legislation was 
ing and price cutting as it was then is certainly a debatable point, 
especially since the High Cost of Living just now seems to the general 
public far more important than the welfare of the nation’s retailers, 
big or small 

To the manufacturer who sells to a limited number of dealers, 
often on an exclusive basis, the Supreme Court decision poses no par- 
ticular problem. It is the manufacturer with widespread distribution, 
usually through jobbing or wholesaling channels, who will have to 
revise his marketing—and probably also his advertising strategy. 

. Opinions Are Fine, But... 

The advent of television seems to have brought back a rash of 
“research projects” in which viewers are asked any number of ques- 
tions about what they look at and don't look at, how television affects 
their reading, the amount of their food purchases, and a host of other 
things 

Those questions which ask for people—television viewers or others 

to tell what they do or do not do, make some sense. But the multi- 
plicity of questions revolving around what the same people say they 
like or don't like, is getting us back into the dark ages of research. 

Asking opinions of people is always much more dangerous than col- 
lecting facts, and in the area of asking people what advertising they 
like and what they don't like, the danger is greater than in any other 
field 
telecast or whatnot, is not an entry in a popularity contest, but an 
than the 


Advertisers seem to forget that advertising, printed, spoken, 


attempt to sell something—something other advertising 


itself. 

It has always seemed to us interesting, but not necessarily signif- 
icant, to Know whether prospects like our advertising 
What is much more to the point is: Do our advertising messages in- 


messages. 


fluence their thinking in the way we want it to be influenced? 


r><-z2P0 


—Chicago Daily News 


“Is it educational? Say! Just ask me what beer is years ahead in foamy flavor— 
what cigaret soothes the nerves of more taxi drivers the nation over!” 


What They're Saying 


A Verdict Worth Having 

I think we have reason to fear 
that these great [magazine] circu- 
lations based upon the extrava- 
gant, the fictitious, the slanting 
viewpoint, opinion and fact, the 
suppression of details, and over- 
emphasis upon stock and sup- 
posedly titillating situations, is fix- 
ing upon our part of the human 
race an utter deformity. Masses of 
the people are estranged from the 
normal perspective of life, trained 
to cynicism and forgetfulness, con- 
ditioned to unbelief. In order to 
gain and hold the public, these 
circulations destroy the basic qual- 
ities upon which the real value of 
circulation in the long run must 
be based. The consequences may 
be overlooked or deferred so long 
as it is desired only to sell goods— 
but when the hour has struck for 
the stirring of thought and faith— 
beware! 

That the [weekly newspapers] 
occupy the position they do is not 
the result of virtue but of compell- 
ing fact. They could not survive if 
they falsified and ignored or 
twisted the normal proportion of 


| community life. It is sometimes be- 


lieved that the small town and 
rural market of ideas, if I may 
use this expression, is of extra- 
ordinary weight because, in times 
of crisis and on issues that demand 
a forthright stand, it is the last 
great reservoir of conservatism— 
which in this sense means protect- 
ing what we have. 

This is partly true, but all small 
town editors know that their com- 
munities are also rich in the quali- 
ty of dissent—dissent which is 
represented in such types as the 
village atheist and the lonely Re- 
publican in a Democratic town, or 
vice versa. The much more signifi- 
cant truth is that the small town 
and rural market of ideas is the 
last nationwide market in which 


the balance of an ordered, rea- 
soned life is the touchstone by 
which issues are decided. When the 
test comes, prejudice cancels out. 
The jury is as tough-minded as its 
forefathers, and a verdict from 
such a jury is worth having. 
Excerpt from an address by Henry 
Beetle Hough, publisher, Vineyard 
Gazette, Edgartown, Mass., at the 


Greater Weeklies Spring Conference 
in New York. 


Re-Investment Policy Is Vital 

Fortunately for all those on the 
staff who depend upon the suc- 
cess of the Times for their living, 
the company continues to be a 
profitable enterprise; that is, the 
revenue from advertising and cir- 
culation exceeds the cost of op- 
eration. This fact, and this alone, 
makes real job security possible 
for the Times staff. It is unfortu- 
nate, as we have seen in recent 
months, that this is not true of all 
newspaper enterprises. Even for 
the Times, costs have continued to 
rise at a more rapid rate than rev- 
enues, so that the margin of safe- 
ty, the difference between profit 
and loss, has narrowed close to the 
danger point. The figure fortunate- 
ly is still in the black. But there is 
genuine cause for concern in the 
sharp decrease in profits. 

it has always been the com- 
pay’s policy to re-invest a large 
share of its profits in the business. 
There have been no dividends on 
Times common stock in more than 
15 years. This has been a sound 
policy throughout the years, and it 
is important to every one who 
works here that the policy con- 
tinue and that there be profits to 
re-invest. It is this re-investment 
of the profits in the business that 
enables the Times to compete ag- 
gressively and to grow stronger 
as an institution. 

—Arthur Hays Sulzberger, Publish- 


er of the New York Times, in an An- 
nual Report to Employes, reported 


by Editor & Publisher. 


1951 


Advertising Age, June 4, 


| Rough Proofs 


Fair trade seems to be under 
fire at present from those who be- 
lieve that all is fair in love, war 
and the business of cutting prices 
offered by competitors. 


“ABC contends ad budgets for 
printed media should be cut first,” 
headlines the world’s greatest ad- 
vertising journal. 

For the record, the reference is 
to the American Broadcasting Co. 
and not the Audit Bureau of Cir- 
culations. 


The newspaper delivery union in 
New York describes its members 
as “deliverers,” which seems to put 
them almost in the same class with 
the obstetricians. 


Maybe Uncle Sam decided to 
forget an excise tax on television 
sets when he heard that auction 
sales of receivers were being held 
to reduce inventories. 


A salesman looking for a new 
job says he “makes maximum 
number of effective calls daily.” 

With no time off for coffee in 
the morning and cocktails in the 
afternoon” 


“I've worked on 50 accounts and 
don't have ulcers!” exclaims an 
agency man who admits he is in- 
terested in getting his name on 
another payroll. 

Whatsamatter, 
get the ulcers? 


did the clients 


Successful Farming talks about 
the problems of fattening steers 
that are “nervous munchers.” 

They exhibit the same symptoms 
complained of by the wives of ad- 
men. 


o 


The Washington editor of AA re- 
ports that the capital is a city 
where there are few well-kept 
secrets. 

With so many curious columnists 
around, how could there be? 


People who win prizes of com- 
mon stocks in General Mills’ $50,- 
000 Wheaties contest and start re- 
ceiving dividend checks are likely 
to inquire, “How long has this been 
going on?” 


Only trouble with giving non-in- 
vestors common stocks as contest 
prizes is that the advertiser may 
be embarrassed at just the wrong 
moment by a bear market. 


Comments indicate that adver- 
tisers and agencies are impressed 
with the ABC-United Paramount 
merger from the standpoint of 
adding talent for TV, and maybe 
moving picture exhibitors are 
thinking that the plan may operate 
equally successfully in the other 
direction. 


Copy Cus. 
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In the first 4 months of'5l 
The Philadelphia Inquirer 
published a total of 


HL.DEL.OAL ines 


...aWwinning margin of 


1,358.3 1M ines 


over the 2nd paper! 


THE INQUIRER’S APRIL LINAGE ALONE 
SMASHED ALL MONTHLY RECORDS IN THE 
HISTORY OF PHILADELPHIA NEWSPAPERS! 


B55. AAD tines 


Here is FIRST PLACE 
STRENGTH in NATIONAL- 
RETAIL-CLASSIFIED- 
and TOTAL ADVERTISING- 


: —— Hewelse can you judge leadership? 


Greatest Januvary-through-April linage ever 
published in Philadelphia! In 1950, 36,000,000 
a total lines, a lead of 5,640,000 over 2nd paper! 
: —s You need The Inquirer's leadership in America's 

y, Now in its 18” 3rd Market! 
/ Consecutive Year of Total ) 


vnaciae” Che Philadelphia Bnquirer 


i _— 


Source: Media Records 


a 


Philadelphia Prefers The Inquirer 


Exclusive Advertising Representatives: ROBERT R. BECK, Empire State Bldg., N.Y.C., Longacre 5-5232; EDWARD J. LYNCH, 20 N. Wacker 
Drive, Chicago, Andover 3-6270; GEORGE S. DIX, Penobscot Bidg., Detroit, Woodward 5-7260. West Coast Representatives: FITZPATRICK 
& CHAMBERLIN, 155 Montgomery St., San Francisco, Garfield 1-7946 + 1127 Wilshire Boulevard, Los Angeles, Michigan 0578 
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‘Forbes’ Survey of Financial Community 
Picks Leading Companies and Business Men 


New York, May 29—The most 
outstanding business leader in the 
U. S. is E. V. Rickenbacker, head 
of Eastern Airlines. The nation’s 
teading corporation is General 
Motors. 

These are two of the results of 
a nationwide survey conducted by 
Forbes Magazine among execu- 
tives, securities analysts, public 
relations men, and chamber of 
commerce and trade association 
secretaries. 

In discussing the findings of the 
survey (which represent about 
1,200 ballots returned from 11,000 
persons canvassed—a return of 
11%), the editors of Forbes said: 

“The returns summarize the net 
impression made by corporations 
and corporate personalities on the 
awareness of the financial com- 
munity; who the individuals and 
companies are who are thought to 
be outstanding. They measure ef- 
fective public relations. Company 


choices correlate closely with large 
size and heavy advertising. Thus, 
the 12 corporations receiving the 
greatest mention as ‘outstanding’ 
are the largest in their respective 
fields.” 


s The audit of America’s business 
men disclosed the following 11 in- 
dustrialists as runners-up to Mr. 
Rickenbacker: 

Thomas Watson, International 
Business Machines Corp.; Ben- 
jamin F. Fairless, U. S. Steel Corp.; 
Allen B. DuMont, Allen B. Du- 
Mont Laboratories; Henry Ford 
II, Ford Motor Co.; Charles E. 
Wilson, General Motors Corp.; 
Donald Douglas, Douglas Aircraft 
Co.; Harvey Firestone Jr., Fire- 
stone Tire & Rubber Co.; John 
Collyer, B. F. Goodrich Co.; Rob- 
ert Young, Chesapeake & Ohio 
Railroad; C. Fowler McCormick, 
International Harvester Co. (who 
yesterday resigned the company’s 


top executive post as board chair- 
man), and Alfred P. Sloan Jr., 
General Motors. 

Leading corporations, after 
General Motors, were: Interna- 
tional Harvester Co., Procter & 
Gamble Co., International Busi- 
ness Machines Corp., E. I. du Pont 


,de Nemours & Co., Standard Oil 


Co. (New Jersey), Radio Corp. of 
America, American Tobacco Co., 
U. S. Steel Corp., Douglas Air- 
craft Co., Goodyear Tire & Rubber 
Co., and Libbey-Owens-Ford Glass 
Co. 

The outstanding business men 
named in the survey (details of 
which appear in the June 1 
Forbes) were honored by the mag- 
azine yesterday at a luncheon here. 
Gov. Alfred E. Driscoll of New 
Jersey was the principal speaker. 


Lane Names Steve Wilson 


Steve Wilson, formerly produc- | 


tion manager of W. W. Norton & 


Co., New York book publisher, has | 


joined the sales staff of Lane-Miles 
Standish Co., Portland, Ore., com- 
mercial printer. 


Which reaches more families 


a a ee rene. ee See 


(Corporate Limits) 


LIFE.........18% 


, COLLIER'S.........14% 


POST.........12% 
LOOK.........9% 


Denver? 


Here are the coverage facts 


ae 


of 20% coverage in 57 


with the Denver 
Rocky Mountain News 


and the picture is similar 
in all Parade cities of origin 


The Sunday Picture Magazine 


adjacent markets of 1,000 
or more population 


Providing a Minimum of 20% Coverage in nearly 


2000 Markets 


Advertising Age, June 4, 1951 


AFA AWARD JUDGES—Studiously evaluating portfolios submitted by ad clubs for 
the annual Advertising Federation of America achievement awards are the contest’s 
judges. Left to right: Samuel C. Gale, vice-president, General Mills; Vernon Brooks, 
general advertising director, Scripps-Howard Newspapers; Frank Braucher, pres- 
ident, Magazine Advertising Bureau; Poul B. West, president, Assn. of National 
Advertisers, and Eldridge Peterson, editor, Printers’ Ink. Winning entries will be 
displayed at the AFA’s annual convention in St. Lovis, June 10-13. 


| 
| 
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T. L. Greer Joins Cohen: Aleshire Promoted 


New York, May 31—Thomas L. 
Greer, who resigned May 15 as 
a copy group head at J. Walter 

| Thompson Co., will join Harry 
|B. Cohen Advertising Co. tomor- 
| row as vice-president in charge of 
all creative departments. 

| Edward Aleshire, who has been 
| coordinating the creative work of 
| the Cohen agency, moves up to the 
| newiy created position of execu- 
| tive vice-president and will take 
| over general planning and contact 
| functions. He has been with the 
jagency since it was founded in 
| 1947. Before that he had been a 
| partner in the Chicago office of 
| Benton & Bowles, now Sherman & 
Marquette. 

Mr. Greer had been with Thomp- 

son for many years and at one 
| time was associated with Dancer- 
| Fitzgerald-Sample. He has been 
| identified with advertising strat- 
|egy of Fleischmann’s yeast, Gen- 
'eral Mills products and other na- 
tional accounts. 

In announcing the changes, 
Harry B. Cohen, agency presi- 
dent, who was formerly associated 
with Dancer-Fitzgerald-Sample 

|and H. W. Kastor & Sons of Chi- 
cago, said that in his opinion an 
ad boom seems indicated by gen- 
eral business and financial trends, 
and that the staff changes are 


part of a planned expansion pro- 
gram. 


Ad DPs to Hold Luncheon 


The Pacific Coast Displaced Per- 
sons will hold its fifth semi-annual 
luncheon in the Empire room of 
the Hotel Lexington, New York, 
on Wednesday, June 13. Beginning 
at 12:30, the luncheon is a dutch 
treat affair open to all ex-coast 
advertising and promotional men 
who now make their headquarters 
in the East. Ernest A. Mennell of 
Moloney, Regan & Schmitt is tak- 
ing reservations. 


Adclub Elects Davidson 


Ralph L. Davidson, The Grolier 
Society, has been elected presi- 
dent of the Advertising & Sales 
Club of Toronto. Other officers 
are: Wilfred Sanders, Canadian 
Opinion Co., Ist vice-president; 
Alan C. Ball, Canadian Advertis- 
ing, 2nd vice-president; A. Gib- 
son Mackie, Canadian Breweries 
Ltd., treasurer, and R. B. Hara, 
Toronto Telegram, secretary. 


Heads Colorado Press Group 

William Long, formerly pub- 
lisher of the Box Elder Journal and 
News, Brigham City, Utah, and 
past president of the Utah Press 
Assn., has been appointed man- 
aging director of the Colorado 
Press Assn. 


All Capex Exhibits are lightweight, 
They are built of RIGICOR— 


—----------------- - - - - - - = 2 5 


a 


CAPEX PREFABS ARE STURDY! 


easy to handle, amazingly sturdy 


flame-proofed to meet regulations—a 

new board developed especially for 
display construction. Exhibit (above) 
was adapted to client’s needs from 
our No. 215 (inset) only $247.50. 


Send for FREE Portfolio of 22 Basic Exhibit Sketches. 


CAPEX COMPANY, INC., 615 South Bivd., EVANSTON, ILL. 
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HOW DO YOU LIKE YOUR CORN... 
Bottled, Written, Or Turned Into Better Meat? 


Reports come to us that Kansans are as mad as! 
Iowans at the publishers of the hit ditty, “I’m 
in Love with a Wonderful Guy”—at the lyrics 
writer, more particularly, for inserting the line: 
“T’m as corny as Kansas in August . 

Kansans quent don’t want to be singled 
out for this “honor.” Anyway, it belongs strictly 
to Iowa, and we're proud of it. The Hawkeye 
state has had a tight hold on first place in corn 
production since ’way back. In 1950 Iowa farmers 
raised 463,655,000 bushels of corn, nearly twice 
as much as any other state except Illinois, the 
runner-up. by much. 

We're talking, of course, about field corn. It’s In short, there just ain’t nobody cornier than 
the raw material with which lowa produces more Iowa in August. And darn few richer when the 
hogs than any other two states combined. And _corn’s been picked. 


more corn-fattened beef than any other common- 
wealth. 


That corn, by the way, is the major factor in 
Towa’s annual $2,000,000,000 cash farm income— 
which includes more than a billion and a half from 
livestock and livestock products, and more than 
a quarter-billion from corn itself. 


Incidentally, another $1,500,000 comes from 
the sale of popcorn to make Iowa an easy first in 
that department, too. As for sweet corn—well, 
we’ll have to bow to others on that one. But not 


Published by Wallaces’ Farmer and Iowa Homestead ..... Leading Farm Publication in Iowa ..... Des Moines, lowa 


Off the Cob... by George 


How come so many advertisers and agencies 
know so little about their markets? To judge 
by the advertising columns of farm publica- 
tions, you'd think that farm people never use 
toothbrushes, toothpaste, lipstick, hair tonic, 
etc. The lack of space buying for these items 
in the farm field is great stuff for the mail 
order boys. 


* * * 


Two food ads—similar products, similar 
position—in a recent Continuing Study 
rated these ‘‘any-this-ad"’ readership 
scores: Four colors, 29°); black and 
white, 29°). Who says women insist on 
fancy ink and paper? 


* * * 


Maybe this will help you picture the mountain | 
of corn produced in lowa each year: Iowa’s | 
corn crop, in bushels, usually is about a nu- 


merical equal of the wheat bushelage raised in 


that department’s four leading states com- 
bined (Kansas, North Dakota, Montana, 
Nebraska). 


7 * 


How good can you ts “Your paper 
has been in the family since Grandpa’: 
time,’’ writes a young farmer in Audu- 
bon county, lowa. ‘‘And it's getting 
better all the time.'’ Maybe we'll have 
to slow down so the folks can get some 
work done. 


* * + I 


Average cash income of lowa’s 200-odd thou- | 
sand farmers last year was $10,183. That’s 
, of course. But remember that the dif- 
Sooo between gross and net was spent for 
feed, seed, fertilizer, machinery and other 
roduction items. Leaving a still-tidy sum for | 
better living. 


WF&IH IS THE ONE 
THEY WANT SAVED 


60% EE 
ee | 
Form Pub B 17% os 
Newspoper A 16% 

Farm Pub C 15% [wa 


“If you were going to be away from 
home for a month, what papers ~ Amon 
zines that carry poo, homemaking 
information would ve saved for you 
them when you got 


ont was the question asked Iowa farm 
rators in an area survey conducted b 
Statistical Laboratory of Iowa State 


| Purpose of a farm publi- 


overtime to find out what does get read, Size, income, education, etc. 


est since the 1930s. Editor Don Murphy 
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This may look like corn to you, but to John Lundstrom of Polk Iowa, which raises more corn and sells more corn-fed cattle and 
county, lowa, and a couple hundred thousand of his neighbors, hogs than any other state, gets a big chunk of its two-million-dollar 
it’s the raw material for juicy steaks and succulent pork chops. annual cash farm income from corn and the meat made from it. 


_ They’ re No Acrobats, But Editors Make A Hit With “Splits” 


“Split” is a word of many meanings.| For example, suppose a hog story rates 
o has one connotation to an acrobatic a “Read Most” score of 30 in November, 
female, another to a bowler, still another while a similar article in February scores 
to teen-agers at the soda fountain. And | 50. What makes the difference? More snow 
at Wallaces’ Farmer and Iowa Homestead | to keep folks near the stove? Better pic- 
it means something else. tures? Better writing? Maybe a better 
The editors of WF&IH | Price for hogs? 


have had the slightly | To get the answer, you try a “split” — 
goofy notion that the 


| Here’s how it works: 

| Cut Iowa into pieces and divide the 
| pieces into two piles. Make each pile 
roughly the same as to type of farms, farm 


A and B folks, add up the scores, see which 
version of the test yarn worked best. 


This sort of business long ago convinced 
WF&IH editors that Dr. Rudolf Flesch 
had something when he shouted for more 
“plain talk.” It has con- 
vinced us that three 17- 
em columns of 10-point 
are better than four 12 !»- 
em columns of 8-point; 
that rules around boxes 
are fine under certain 
conditions, hurt reader- 
ship under others; that half-tones are 
much better than drawings; that the value 
of color can be vastly over-rated. 


‘cation is to get read—to 
sell ideas and merchan- 
dise. So they’ve worked 


and why. 


Then fix up two stories about hogs—or 
WF&IH has been checking reader inter- 


corn, or lingerie, or anything else. Make 
‘em just alike except on one point—the 
likes to say, in straight Iowa idiom, “‘We point you want to test. 
simply got tired of scooping corn thru a 
hole’ in a board fence to hogs we couldn't 


These are just a few of the things we've 
found out by split-runs. You can see that 
the idea would be great stuff for adver- 


Then print your issue. But stop halfway 


College. | see." He says readership studies don’t go 
sae chart above shows you the farmers’ far enough. They tell you what folks read 

. . shows you the wide margin and what they don’t read. But not why 

ay which WF&IH Rowe the field. 


|or why not. | 


and change plates—split the run—so that 
half your subscribers get Version A of the 
test story, the rest get Version B. 


Now sample the readership among both 


tisers, too. WF&IH makes split-run testing 
available to advertisers on a limited basis. 
For the details, write Milt Bock, Adver- 
tising Manager. 
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1,000,000 
ELKS 
BUYING 
AN IDEA! 


Every month, in over 1580 communities, more than 1,000,000 

men turn to The Elks Magazine in which they take a proud, 
proprietary interest. When your message — institutional or 
product-selling — appears in The Elks, you reach one of 
America’s most selective male mass markets. 51.9% of all 

Elks are business owners . . . 11.6% are professional men... 

and many more hold high office in local, state and national 
governments. At surprisingly low cost, The Elks delivers this 
nationwide audience of men ¥e ; \ } 
who think, act and lead. : . 
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New York +» Chicago + Los Angeles + Detroit + Seattle 


INSULATED 
"FRIGERATOR 
BAGS 


keep chilled beer ice cold 
up to 12 hours. 
7 
IDEAL FOR 


CAMPING » TOURING \ 
FISHING TRIPS 
PICNICS 


JIFFY INSULATED ‘FRIGERATOR 
BAGS are portable refrigerators 
which keep all foods and beverages 
cold for many hours. They make excel 
lent premiums and are ideal for 


special promotions 


360 FLORENCE AVENUE 


HILLS 


Drop by Drop, Ads . 
Create Big Splash 


for Liquor Brands 


New YorK, May 29—The ac- 
cumulative effect of national mag- 
azine advertising in producing in- 
direct liquor sales is emphasized 
in an article in the current Liquor 
Store & Dispenser. 

“One magazine ad may sell 100 
cases, or it may make only a tiny 
impression—but even in its small- 
est effect, when multiplied by 100,- 
000,000, advertising becomes a 
tremendous force for sales,” says 
Liquor Store. 

“In varying degrees,” it contin- 
ues, “every ad makes an impres- | 
sion and creates a desire for the | 
brand that is featured. A potential | 
customer of yours, sitting in his| 
home on an evening, relaxed and | 
giving no thought to you, your 
store or any of its products, turns 
quite naturally to a whisky ad ina 
| favorite magazine that he’s read- | 
ing. The name of that brand runs 
through his mind. The ad appeals | 
to him. The illustration and the | 
message give him the feeling that | 
| that’s a good whisky—he ought to 
x in a couple of bottles. Then he 
| 


turns the page. 

“It’s a small incident. Nothing 
may ever come of it. But it is the 
first step in making a sale.” 


| Admittedly, the noting of the 
brand name amounts to “just a 
| tiny imprint—a flash.” 

| “But throughout the country’s 
list of national magazines that 
| probably carried that ad, that tiny 
|imprint was multiplied, in a 
|} month's time, by well over 100,- 
| 000,000. We don’t care how small 
the impression may have been; 
like a drop of water, if multiplied 
| 100,000,000 times, it becomes quite 
a splash when all added together. 
You can’t shrug off as unimpor- 
{tant any sales device that flashes 
a brand name into the conscious- 
ness of millions of potential cus- 
| tomers.” 

Moreover, says Liquor Store: 
| “Advertising does sell goods and 
sometimes it makes very direct 
sales, but it is this accumulation 
|of mental impressions—this sim- 
ple business of repeating a brand 
name over and over and over, 
month in and month out—that has 
eventually pushed the brand lead- 
ers into their top positions and 
then holds them there.” 

The article appears in a special 
226-page issue devoted to the sub- 
ject of “knowing and selling alco- 
holic beverages.” Liquor Store & 
Dispenser is published by Elesdee 
Inc., a subsidiary of Conover-Mast 
Publications. 


@ Time has taken a four-column 
ad in Liquor Store & Dispenser to 
tell liquor dealers the value of 
national brand advertising. Head- 
lined “National magazine advertis- 
ing hits the spot—and that spot 
is your store,” the first ad points 
out that liquor dealers’ best cus- 
tomers are “people who get their 
living and buying ideas from mag- 
azines.” 

Eleven succeeding ads will point 
up the fact that liquor advertising 
in magazines helps the merchan- 
dising and promotion which deal- 
ers do on local lev>!s. Ruthrauff 
& Ryan, New York, placed the 
copy. 


Ad Assn. of West Plans Meet 


The 48th annual convention of 
Advertising Assn. of the West in 
Denver June 17-21 will include 
talks by Thomas D’Arcy Brophy, 
board chairman of Kenyon & Eck- 
hardt; C. E. Hooper, head of C. E. 
Hooper Co., and Harold S. Barnes, 
director of the Bureau of Adver- 
tising, American Newspaper Pub- 
lishers Assn. Registration fee for 
the conference is $5.00. The com- 
plete package, including meals, is 
27.50 if paid by June 5. 


Kent Ravenscroft has left his job as ad manager of Gaylord Con- 
tainer Corp. to become vice-president of Security National Bank & 
Trust Co. of St. Louis on June 18... 


Capehart-Farnsworth Corp.’s v.p. and research director, Philo 
T. Farnsworth, received an honorary degree of Doctor of Science 
May 20 from Indiana Technical College, where he was principal 
commencement speaker.. Julian Koenig, copy chief of Hirshon- 
Garfield, New York, led a 22-hit attack by his team as they trounced 
Grey Advertising, 23 to 4, in the opening game of the sixth Ad- 
vertising League softball schedule. . . 


MILESTONE—At a breokfast at the University Club, celebrating his 25th anniversary 
with the agency, Charles H. Devlin (left), partner in Joseph R. Gerber Co., receives a 
memento of the occasion from Mr. Gerber. The book, also being enjoyed by Art 
Director John Blew (center), is a specially inscribed, hand produced record of the 
41-year-old compony, with accent on the last quarter-century. 


Joseph Katz, Baltimore agency president, officiated at the annual 
reunion of The East Baltimore Boys, a group he heads and founded 
“to spread the fame of the old neighborhood.” Ben Blue was 
chosen East Baltimore Boy of the Year... 

Lee Ward of Ward-Griffith, newspaper representative, is honey- 
mooning with his bride, Lutie Smith, whom he married May 18... 
Haire Publications’ Julien Elfenbein has turned his latest book on 
business paper journalism over to his publisher, Harper. Associated 
Business Publications gave a $1,000 grant for the work... 

Veteran adman Col. W. H. Rankin has received a plaque from the 
Army for his efforts on behalf of the armed forces recruiting serv- 
ices...James L. Gilbert, senior vice-president of McGraw-Hill In- 
ternational Corp., who retired June 1, was given a testimonial dinner 
May 9 by officers and directors of the Overseas Automotive Club 
and the foreign credit group of the Motor & Equipment Manufac- 
turers Assn. On May 25, Gene Warner, vice-president and general 
manager of McGraw-Hill International, gave a cocktail party in 
his honor 


FIVE YEARS—A. E. Aldridge, president of A. E. Aldridge Associates, Philadelphia, 

gets ready to slice a birthday cake marking the agency's fifth year in business 

Started by Mr. Aldridge, formerly ad manager of Sun Oil Co., the agency now 
boasts 17 accounts. Other members of the agency stand by for the coke-cutting. 


Bruce Barrington, assistant to Executive Director Chet Thomas 
of KXOK, St. Louis, has been appointed to the communications 
committee of the St. Louis civil defense organization as chairman of 
the commercial radio section. . . 

William J. Kelley, Doremus & Co. v. p., joined others at the 
League of Women Voters’ mid-May convention in giving his wife 
a big hand as president-elect of the New York state organization. . . 
Hazel Conway of Dancer-Fitzgerald-Sample, New York, is the new 
chairman of the Council of Advertising Agency Librarians. Other 
newly elected officers are Margaret Lynch of Kudner Agency and 
Edith Becker of Ted Bates & Co. 

Neil McElroy, Procter & Gamble president, has been elected na- 
tional president of the Associated Harvard Clubs, a group of 107 
alumni clubs in all sections of the country. He’s a member of the 
class of 1925. ..Reger W. Clipp, general manager of WFIL, Phila- 
delphia, has been made a member of the committee on advertis- 
ing of the Chamber of Commerce of the U.S... 
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1.“My, that’s a good show” 2. “Say, that’s good advertising” 


“~4 > 


aS A sound knowledge of television showman- 
ship will help make two thirds of a sale. 


But it takes an equally sound knowledge of 
television salesmanship to get that last tough 
third. 

The ability to combine both—in the right 
proportion —is the mark of an advertising 
agency that has gone into television thoroughly. 


Young & Rubicam has made the investment 


2 “TV et’s try some, shall we ? Ad in manpower, facilities, and research that this 


new medium demands. 


YOUNG & RUBICAM, INC. 


Advertising - New York Chicago Detroit 
San Francisco Hollywood Montreal Toronto Mexico City London 
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Kellogg Names Robert Warren 

Robert C. Warren, formerly ac 
count manager of the Toronto of- 
fice of Kenyon & Eckhardt, has 
been named account executive of 
—— S. Kellogg Co., Los Ange- 
es 


Comstock Appoints Daley 

William J. Daley Jr., formerly 
television writer for American 
Broadcasting Co., has been ap- 
pointed to the staff of Comstock 
& Co., Buffalo agency. 
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2 Decline of Small Brewers Shown by Study: 


Top 25 Brewers Now Handling 55% of Market 


New York, May 29—More than 
55% of the nation’s total beer vol- 
ume was sold in 1950 by 25 brew- 
ers, according to the 10th annual 
brewing industry survey, to be re- 
leased June 5 by the Research Co. 
of America. 

In 1949, the percentage of total 


beer sales by the 25 leaders was | 


fd BS, 
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more than °17/6 MILLION 


Spent in Rockford Stores Last Year 


More than "OUT MILLION 


126,87 


Spent in Rockford Trading Area Last Year Bee} 
(Above 1950 figures based on State Sales Tax ) 3 4 


A. B. Cc. 
CITY ZONE 


A. B. C. RETAIL 
TRADING ZONE 


REPRESENTED NATIONALLY BY BURKE, KUIPERS & MAHONEY, INC. 


403,50 
ROCKFORD MORNING STAR 
Rockford Register-Republic 


Tee eS Se _ . 


51.5% and in 1948 it was 49.2%. 

The number of breweries in the 
U. S. has shrunk from 598 plants 
in 1940 to 383 plants today, the 
survey discloses. During the past 
10 years approximately one-third 
of all brewing facilities have dis- 
continued operations. Since repeal, 
about 350 local and regional brew- 
eries have closed their doors. 

A definite trend toward con- 
centration of beer production in 
the hands of larger manufacturers 
has been increasingly evident since 
repeal, the study shows. The cost 
of modern brewing and bottling 
equipment has proved a handicap 
to smaller brewers. 


a In addition, the survey finds 
that “the trend toward packaged 
beer has also favored the larger 
operators who can finance the 
large advertising campaigns nec- 
essary to win and hold brand ac- 
ceptance.” 

“Many of the 1950 annual re- 
ports of large organizations,” Re- 
search Co. of America says, 
“emphasize the necessity of in- 
creasing advertising and promotion 
expenditures if brewers are to 
maintain and improve their rela- 
tive sales positions.” 


Phillips-Ramsey Co. Formed 


Charles C. Ramsey has assumed 
full partnership in Phillips-Ram- 
sey Co., San Diego advertising and 
public relations company, formerly 
known as Phillips Co. Fran Ide, 
formerly general manager of Sta- 
tion KGB, San Diego, has joined 
the concern as account executive. 
T. N. Thompson, formerly head of 
his own agency in Cleveland, has 
been appointed director of pro- 
duction, and Mrs. Orva Huff, copy- 
writer in the radio-TV department, 
has been promoted to radio-TV 
production director. 


Poor Richard Club Elects 


Harold S. LeDuc, vice-president 
of Bell Telephone Co. of Pennsyl- 
vania, has been elected president 
of the Poor Richard Club, Phila- 
delphia, oldest advertising club in 
the U.S. Other officers elected 
are: Joseph L. Tinney, vice-presi- 
dent of Station WCAU, Ist vice- 
president; Samuel W. Hodges, 2nd 
vice-president; Harold H. Nace, 
secretary, and John A. E. McClave, 
treasurer 


Chicago tt Club Elects 


George R. Turner, of Industrial 
Press, has been elected president 
of the tf Club of Chicago, organiza- 
tion of advertising salesmen for 
business publications. Other offi- 
cers are: Malcolm M. Whitfield 
of the Chilton Co., Ist vice-presi- 
dent; Arthur L. Rice Jr., Technical 
Publishing Co., 2nd vice-president, 
and Roy Gurley, Modern Rail- 
roads, secretary-treasurer. 


Scull Co. Names Peterson 

Donald L. Peterson, administra- 
tive sales assistant of William S. 
Scull Co., Camden, N. J., coffee 
producer, has been named adver- 
tising and sales manager of the 
company. Edwin C. Gordon has 
left the sales department of Scull 
to join Kroger Co., Cincinnati, as 
assistant to the vice-president in 
charge of merchandising. 


Kearney Promotes Burk 

R. W. Burk, vice-president in 
charge of sales of Kearney & 
Trecker Corp., has been named 
vice-president in charge of sales 
and manufacturing of the Mil- 
waukee machine tool manufac- 
turer. Andrew K. Wilson has been 
named director of industrial re- 
lations. 


DuMont Develops TV Tube 

Allen B. DuMont Laboratories, 
Clifton, N. J., has developed a tele- 
vision picture tube that focuses 
automatically, resulting in sub- 
stantial savings of brass, copper, 
aluminum, steel and rubber, Du- 
Mont says. Pilot production is un- 
der way. 
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A NEW TYPE 


OF PROVING GROUND 


“Why should | buy space in The Journal?” 
In the past we answered this question with 
the usual, “Because we have by far the largest 
circulation of any oil paper, more readership, 
much greater advertising volume, first place 
in surveys, etc.” And in the past this reply 
was adequate. But in recent years it has 
become clear to us that to keep abreast of 
the times, to maintain leadership in a highly 
competitive field, we must give a better 
answer than this — we must offer a new 
type of proving ground. 


To this end we developed our Industry Census 
Bureau. It has sent and is continuing to send 
trained specialists into all areas and segments 
of the oil industry. Here is what it does for 
you: Tells you the number of prospects for 
your products or services; their rating accord- 
ing to their ability to buy; the location of their 
home offices and field/plant buying points; 
which segments of the oil and gas industry 


“Follow Te foul, and fou olla the Olt Sndabiy|" 
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they encompass; WHETHER THEY HAVE READ 
OR WILL READ THE MESSAGES YOU PLACE 
IN THE JOURNAL. 


In addition to our Industry Census Bureau, 
we have employed the services of The East- 
man Research Organization to help us de- 
velop and maintain better readership. 


We consider the cost of maintaining this 
continuous service a wise investment. By 
furnishing you unquestionable proof that we 
know who the right readers are and the 
extent of readership we have among them, 
we believe we're aiding you, the oil industry, 
and ourselves. 


Contact The Journal’s Industry Census Bureau. 
It was designed for your service, and to add 
to our circulation the all important “Next 
Dimension” which rates our readers in ratio 
to their ability to buy your product or services. 


peau GAS 
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20 
FBI to Investigate 


Complaints Against 
Baseball Broadcasts 


WASHINGTON, May 29—Attorney 
General J. Howard McGrath re- 
vealed today that the FBI has been 
ordered to look into complaints 
that organized baseball is illegally 
restraining broadcasting and tele- 
casting of games. 

In announcing the investigation, 
Mr. McGrath said a similar probe 
had been abandoned late in 1949 
after league officials promised to 
“clean house.” Recently, broad- 
casters in Oliio and Missouri have 
complained that they are denied 
the opportunities to broadcast 
games 

Following the earlier investiga- 
tion, an arrangement was devel- 
oped enabling stations to broad- 
cast games of out-of-town teams. 
Previously, only home team games 
could be aired when the home 
team was playing 


e Just as Mr. McGrath was an- 
nouncing the investigation, Sen. 
Edwin C. Johnson (D., Colo.) was 
introducing legislation to exempt 
baseball from the anti-trust laws 
Similar bills were offered in the 
House 

While the Johnson bill was de- 
signed primarily to free clubs from 
the iegal consequences of base- 
ball’s “reserve clause,” it would 
tipo also affect the broad- 
cafting-and telecasting situation. 

On the House-side, the bill would 
h to come before the judiciary 
esos which, under the direc- 
tiGh of its chairman, Rep. Emanuel 

ler (D., N. Y.), is embarking 
an investigation of baseball's 


alf@ged violations of anti-trust 
8 ute 
he FBI investigation is ex- 


ted to be completed in 30 to 60 


s 


' 

7 

T. Wolcott Elected 

T. Wolcott, advertising man- 

a@@r of the chemical department 

SGeneral Electric Corp., Pitts- 
fi@id, Mass., has been elected presi- 
dé@ht of the southern New England 
chapter of the Industrial Adver- 
tiginz and Marketing Council. 


Meredith Appoints Tucker 
Darwin D. Tucker, a member of 
thé sales staff of Successful Farm- 
img (Meredith Publishing Co.), has 
been appointed advertising sales 
manager of the magazine. 


New Sesisian Head 


Frank Callahan has been named 
marketing head of Personal Products, 
Milltown, N. J. Getting ahead in busi- 
ness like Mr. Callahan are thousands 
of regular Wall Street Journal read- 
ers throughout the nation executives 
and their aides who make or influence 
decisions on planning, production, 
selling and buying. 

(ADVERTISEMENT) 


McKinsey Names Arch Patton 

Arch Patton, formerly with Wil- 
bur-Suchard Chocolate Co., has 
joined McKinsey & Co., manage- 
ment consultant, as specialist in 
executive compensation and in- 
centive programs. 


Shackletord Joins Crosson 

George E. Shackleford, free 
lance artist, has joined Charles 
Crosson & Co., Houston, as vice- 
president and fine arts consultant 
to the agency’s clients. 


Darigold Products Promoted 


Consolidated Dairy Products, 
Seattle, is promoting its Darigold 
butter, milk and cheese in news- 
papers of the Northwest and Alas- 
ka. Mac Wilkins, Cole & Weber is 
the agency. 


Holst Appoints Two V. P.s 


Cc. R. (Bill) Pope Jr., account 
executive, and Jim Wahl, radio 
director, have been appointed vice- 
presidents of Holst & Cummings 
& Myers, Honolulu. 


Kalmbach Names Sam Perry 


Kalmbach Publishing Co., Mil- 
waukee, publisher of Model Rail- 
roader, Trains, Hobby-Model 
Merchandising News and Ships & 
Sailing, has appointed Sam J. 
Perry Associates, New York, as 
eastern advertising representative. 


Holland Furnace Names Moss 
E. H. (Bud) Moss, Grand Rapids 
district manager of Holland Fur- 
nace Co., Holland, Mich., has been 
promoted to advertising manager. 
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Brisacher Promotes Donnan 

A. McKie Donnan, vice-presi- 
dent, Brisacher, Wheeler & Staff, 
has been named manager of the 
agency’s Los Angeles office. Mr. 
Donnan succeeds Alex Evans, 
whose future plans have not been 
announced. 


Lemaur Appoints Dorland 

Lemaur Products Inc., Minne- 
apolis, has named Dorland Inc., 
New York, to handle advertising 
for Modart Creme shampoo. 
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Im Los Angeles wise advertisers 
CONCENTRATE their advertising 
where Los Angelenos 


concentrate their reading. 
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KCNO Names Philip N. Good 

Philip N. Good, formerly chief 
technician of Station KPOJ, Port- 
land, Ore., has been appointed 
vice-president and commercial 
manager of Station KCNO, Al- 
turas, Cal. 


Rahm Appoints Schneider 


Rahm Instruments Inc., New 
York, has appointed Joseph P. 
Schneider Inc., New York, as its 
agency for industrial and medical 
advertising. 


Krupnick Appoints Franzwa 

Gregory M. Franzwa, formerly 
advertising promotion man for the 
St. Louis Daily Record, has joined 
the account service department of 
Krupnick & Associates, St. Louis 
agency. 


Williams Joins Mogge Agency 

Ralph L. Williams, formerly with 
Gardner Advertising Co., has been 
appointed production manager of 
the St. Louis office of Arthur R. 
Mogge Inc., agency. 


Gibbs Names Gray & Rogers Appoints Cramer-Krasselt Co. 


Gibbs Underwear Co., Philadel- 
phia manufacturer of children’s 
underwear, has appointed Gray & 
Rogers to handle its advertising. 
Consumer and trade publications 
will be used 


Holley Names Cutajar V. P. 

Charles J. Cutajar, formerly 
vice-president of Cowan & Deng- 
ler, has joined Robert Holley & Co., 
New York, as vice-president in 
charge of new business. 


Michigan-Wisconsin Pipe Line 


Co., Detroit and Waukesha, Wis., 
has appointed Cramer-Krasselt 
Co., Milwaukee, to handle its ad- 


vertising. Wisconsin newspapers 
and radio stations wii be used. 


Baldwin-Hill App>ints Tyson 
Baldwin-Hill Co., Trenton, N. 
J manufacturer of we 


materials, has appointed O. 
Tyson & Co., New York, as its 
agency. 
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SPECIAL WRAPPING—Holeproof Hosiery 

Co.'s specio!l Fother's Day wrapping for 

its nylon slippersocks con be removed 

from the regular men's box after Father's 

Day selling is over. Weiss & Geller, Chi- 
cago, is the agency. 


WFAA Names Carey, Brown 

Jim Carey, formerly on the sales 
staff of Station KMAE, McKinney, 
‘Vex., has joined the sales staff of 
Station WFAA, Dallas. Tom 
Brown, in WFAA's sales depart- 
ment, has been promoted to night 
program supervisor. 
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By PETE McGILLEN 
Outdoors Editor 
The Toronto Telegram 


If some angler comes across ao mask 
nonge weoring ao poilr of maroon swi 
ming trunks, he need not rub his eye 
for those trunks ore the real McCoy 


Shortly after the muskie season opened 
in Ontario's Kawartha Lobes lost July, 
John Culhone, a factory-worker, was 
doing a bit of trolling at Pigeon Lote. 
He decided to get some sun tan at 
the same time, so he stripped off his 
clothing and donned swimming-trunks 
Suddenly he found himself in a battle 
with o@ 20-pound muskie, ond he succeeded 
in landing it only to find himself in ao 
worse predicoment. He hod no club to 
subdue the mustie which wos flopping 
eround the bottom of the boat in o 
maze of tangled line, plug baits, ond 
other geor. One of the treble hooks 
become entongled in Culhone's swim. 
ming trunks, so he hastily discorded 
them, and as he attempted to club the 
muskie with o paddle, he wos horrified 
to see ao skiff with five girls in it being 
towed toward him. He tried to wove 
them awoy, but without success. So he 
jumped for the outboard motor and as he 
yonked the starting rope, the muskie gove 
o leop, and slipped overboard, swim- 
ming trunks ond all 

The girls didn't catch up to Culhone, 
nor did he ever catch up to the muskie 


Pete McGillen is always glad to hear from 
admen planning a hunting or fishing trip 
Drop him oa line and he'll tell you all 
about the grand pioces up here, ploces 
where you'll have the time of your life! 
Maybe he con even go along with you. 
Write Pete McGillen, The Telegram, Te- 
ronto |, Canada 

Lively Pete McGillen, The Telegram's 
Great Outdoors Editor, is ONE MORE 
REASON WHY The Telegram is the No 
| reading habit of hundreds of thousands 
of Ontario sports enthusiasts 


THE TELEGRAM 


TORONTO 1, CANADA 
U. 5. REPRESENTATIVES 


The John E. Lutz Co., 0 Mare & Ormsbee 
435 WN. Michigan Ave. 420 Lexington Ave., 
Chicago, 11 New York, WY. 
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Jerry Fairbanks, Eileen Hodgkin Promoted Dominion Promotes Beauvais ‘World’ Opens Ad Office | Nelson Joins Hanly, Hicks 
wt ° Eileen Hodgkin, food, service Dominion Corset Co. Quebec The Chicago World, weekly| Terbert O. Nelson, vice-presi- 

Official Films and associate editor of Tavern, has City, has promoted Rosiare Beau- Negro newspaper, has opened a dent and manager of the San Fran- 

been promoted to advertising man- vais, regional manager of the national advertising office in Suite | cisco office of Ruthrauff & Ryan, 

Tell Merger Plans jager of Tavern and Restaurant & Montreal district, to general sales 1402, 64 W. Randolph St., Chicago.| has joined Hanly, Hicks & Mont- 
Institutions, a new publication. manager. J. P. Lussier, regional The move coincides with a mid-| gomery, New York agency, as | 
5 HOLLYWoop, May 29—Jerry|Age Publications, Toronto, pub- manager for Quebec, takes over western circulation drive to be) vice-president. 

; Fairbanks Inc. and Official Films| lishes both business papers. the Montreal district. directed by David Hatfield. | 
| here yesterday announced plans to | William McDermid to Ahrend 
1 merge their separate organizations| Witt Joins Garfield-Linn Hutchins Promotes Engwer Lloyd McGovern Joins KNBC William A. McDermid, past | 
i into a multi-million-dollar televi-| Robert Witt, formerly advertis-| Walter Engwer, for the past five. Lloyd McGovern, formerly on president of the Assn. of National 
Ke sion film producing and distrib-| ing and public relations director of years general manager of the To- | the promotion and publicity staff Advertisers and the Sales Mana- 
: uting organization. National Appliance & Radio Deal-| ronto office of Hutchins Advertis-' of the San Francisco Examiner, has gers Club of New York, has joined 
Negotiations for the merger are| ers Assn., has joined Garfield-Linn ing Co. of Canada, has been named! joined the sales staff of Station D H. Ahrend Co., New York, as 
being completed and the transac- | & Co., Chicago agency. | vice-president of the agency. KNBC, San Francisco. an account executive. } 


tion involving exchange of stock 
should be completed later this | 
week, according to the Jerry Fair- 
banks organization. 

The new company plans imme- 
diately to launch a large-scale ex- 
pansion program, and officials say 
that $5,000,000 already is available 
for video film programming. 

Under the new setup, the Fair- ’ 
banks organization will act as the 
? producing organization and Offi- 
z cial Films will be the sales and * 

2 distributing company. Although exe¢€ Vusive 

- the terms of the merger call for 
the Fairbanks company to be a * 6 
subsidiary, the producing company 
will retain its title, and films pro- 
duced by it will carry the Fair- 
banks name. 


- values 


“ @ Isaac Levy, board chairman of 

> Official and an influential stock- 
< i" holder in Columbia Broadcasting 
System, will be board chairman of 
rt new company. He has resigned 


“ek 


a CBS board member to devote 

1 time to his new duties. 
‘Aaron Katz, president of Jerry 
Bpirbanks, will be president of the 
ferged companies. William Good- 
rt, one of the organizers of 
sic Corp. of America and now 
ired, will be sales manager of 
corporation. Leon Levy, also 
influential CBS stockholder, 
ll serve on the beard of direc- 
s.. Other major stockholders and 
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ard members include Manie 
cks, RCA vice-president, and 
nry Jaffee, prominent New 
rk attorney. 
The new film producing-distrib- 
ing company will continue to 
yice agencies and networks, in 
dition to developing new televi- 
ig m film programs for the open 
‘ ? market. 


eS 


mae ht 
7 


N 

Lyon-Raymond Names Kellogg 
Carl F. Kellogg has been named 

eres manager of Lyon-Ray- 
nd Corp., Green, N. Y., manu- 

facturer of material handling 

equipment. 


Ailcentraton- 


THE BIGGEST NAMES IN THE BIGGEST 
FIELDS ARE USING THIS BIGGEST BUY 


s |/ Git 


Schedules more adver- 
tising in 
CANDY INDUSTRY, 
than in the next two 
trade papers combined. 


(Canby [INDUSTRY 


107 West 43ré Street, WLY.C. 
LGremberg 2.034567 
* BON GUSSOW PUBLICATIONS INC 
CANBY (NDUSTRY — SOTTLING WmBysTRY 
CANBY WHRUSTRT CATALOG & FORMULA BOGE 
cocage + San Freee «ne eee nn 
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Southwest 4A‘s Elects 


J. Earl Brennan, president of 
Brennan Advertising Agency, 
Houston, has been elected gover- 
nor of the Southwest Chapter of 
the American Assn. of Advertis- 
ing Agencies. 


Martin, Celeher Promoted 
Frank A. Martin, assistant ad- 
vertising manager of the News, 
North Tonawanda, N. Y., has been 
promoted to advertising manager, 
succeeding Lee T. Celeher, who has 
been named business manager. 


Catholic Directory 
Contains Data on 
Church in the U. S. 


New York, May 31—The Offi- 
cial Catholic Directory for 1951, 
containing data and statistics on 
the Catholic church and its mem- 
bers in the U. S., Alaska and 
Hawaii, has just been published 
by P. J. Kenedy & Sons here. 

There are now 28,634,878 Cath- 


|olics in the U. S. and its posses- 
sions, according to the directory. 
This is an increase of 868,737 over 
last year. 


@ Other increases recorded in the 
directory are: 919 more ordained 
priests; 270 more educational in- 
stitutions; 4,318 additional full- 
time teaching staffs in Catholic 
institutions; 20 new general hospi- 
tals, and 587 additional beds in spe- 
cial hospitals. 

For the fifth year in succession, 


the number of converts entering 


the Catholic church in one year 
exceeded 100,000, according to the 


directory. This figure brings the 
| total conversions during the past 
| decade to 1,006,247. 


This 129th printing of the direc- | 


tory is published in three editions: 
(1) Paper bound, covering the U. 
S. and possessions, containing 1,054 


pages and priced at $9; (2) com- | 


plete edition, covering U. S. A., 


the Philippines, containing 1,212 
pages and priced at $10, and (3) 
complete edition with stiff cover, 
priced at $12. 


Buys Rightmire-Berg Co. 

Walter B. Stearns, former owner 
of Stearns & Co., photoengraver, 
and owner of Standard Litho Serv- 
ice Co., offset plate maker, both 
of Chicago, has purchased the 
Rightmire-Berg Co., Chicago litho 
plate manufacturer. The Right- 


Canada, Ireland, the United King-| mire-Berg name will not be 


dom, Australia, New Zealand and 


changed. 


DuMont Signs Football 

DuMont Television Network, 
f New York, has contracted for the 
exclusive television, radio and film 
rights to the championship games 
of the National Football League 
during the next five years, at a cost 
of $475,000. 


Aylin Promotes Lewis 

| Charles H. Lewis has been pro- 
moted from assistant account ex- 
ecutive to account executive of 
Aylin Advertising Agency, Hous- 
ton. 


The COURIER- EXPRESS 


SELLS 


WESTERN NEW YORK 
Because WESTERN N. 
1S SOLD ON THE 
COURIER-EXPRES 


great selling forces* 
: ONE REASON FRIED 


dition to outstanding ne 
coverage, this fine pap 
carries a choice selection 
nationally known featu 
writers and leading comics. 


OUTSTANDING WRITER 


ams @ 


i In selling to Metalworking ...the tremendous 
i industry which produces every airplane, auto- 


the job. a 


Among all metalworking magazines, only 


mobile, appliance, machine, or other metal , eg : 4 Drew Pearson Josephine Low 
poodiant . .. advertisers and agencies show a American ao nape ath 4 Walter Lippman Bugs Boer 
la : for th 4 ing power to attract an all-paid circulation... if Ed Sullivan Robert C. Ruork 
preeyser A gar oe. Sees eg eth ~ am and this all-paid, management-concentrated, Joseph ond Eleanor Roose 
vos see rome . : Stewart Alsop — Hedda Hopper 
advertising investment than any other metal- production-minded audience is over 28,000 Henry Sidlemere Alice Hughes 


strong... and growing! 


American Machinist ...and only American 
Machinist among metalworking magazines. . . 
offers you the exclusive, completely scientific 


working publication. 


THE PROOF is found 


the fact that the circulation 
the Sunday Courier-Express* 


siasm in the exclusive values American Machinist 
offers. Here are a few: 


eg 


| You will find strong reasons for thie enthu- 
! 


American Machinist is the only magazine 
edited exclusively for Metalworking’s most 
important buying group: production manage- 
ment, 


Concentrating on serving metalworking pro- 
duction management, American Machinist 
puts unmatched editorial power behind ad- 
vertising which seeks to sell the management 
men who manufacture over one-third of all 
industry’s output...and have a strong voice 


in the purchase of everything needed to do 


and unbiased proof of advertising value you'll 
find in the Advertising Research Foundation’s 
extensive study of American Machinist’s** 
audience and readership. 


Over 600 advertisers can tell you: 


American Machinist is the place to concentrate 
your advertising for top sales to America’s big- 
gest industry. Why buy less... when only 
American Machinist delivers the most in Metal- 
working ... at the lowest cost per thousand ... or 
any way you want to measure advertising value. 


IN 1950, AMERICAN MACHINIST WAS FIRST IN NUMBER OF ADVERTISING PAGES AMONG 


ALL NON-WEEKLY MAGAZINES ... FOURTH AMONG ALL MAGAZINES. 


Don’t miss RESEARCH LOOKS AT BUSINESS PAPER READERSHIP .. . new 


Associated Business Publications full-color and sound film about the Advertising 
Research Foundation's four surveys of business paper readership. 


ra 
> 

: 4; 
arc J aa ae 5 


is the largest in the eight 
Western New York counties 
which constitute the Buffalo 
market...and that the morning 
Courier-Express is widely rec- 
ognized as the best key to sales 
to those families with the 
most money to spend. 

* 290,348 ABC Audit, 9/30/50 


COLOR 


for Greater Selling Power 


Full color (two, three or four) 
available weekdays . . . black 
plus one color, Sundays. 


BUFFALO = \ 
COURIER 
EXPRESS 


Western New York's Only Morning 
end Sundey Newspoper 
REPRESENTATIVES 
OSBORN, SCOLARO, MEEKER & SCOTT 


It Gets Results Because It 
Gets Read Thorough|y 
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Shouse Sees Heavy 
Ad Budget Cutbacks 
with Ceiling Prices 


New York, May 29—Heavy cut- 
backs in advertising expenditures 
resulting from restrictive terms of 
Ceiling Price Regulation 22 are 
predicted by James D. Shouse, 
vice-president of the Abco Mfg. 
Corp. and chairman of the Crosley 
Broadcasting Corp. 

Mr. Shouse said “advertising 
faces the period of its greatest 
Jeopardy” because the regulation 
allows price increases based only 
on factory costs and not on adver- 
tising, research or administrative 
costs. 

Thus, he told the American Mar- 
keting Assn. last Friday, the pinch 
of advertising costs means “a 
squeeze that can, within a very 
few months, undermine the very 
bases on which our media or mass 
communication rests.” He said not 
only advertising will be affected, 
but people involved in sales, mer- 
chandising, marketing and market 
research will be hit as well. 


@ “Sooner or later, as non-factory 
payroll tosts advance, as must be 
true in the case of administration 
and office staff and sales and other 
factors not allowable in the fac- 
ry payroll price formula, sume- 
ing has got to give—-and, believe 
e, advertising is in «he state of 
rhaps the greatest vulnerabil- 

'y,” he said. 

' In Mr. Shouse’s opinion, while 
dvertising has played an impor- 
nt part in the distribution of 
actically all consumer goods, a 
anufacturer faced with rising 
sts, which he cannot reflect in 
igher prices for his merchandise, 
going to be sorely tempted to 
t advertising before he cuts 
hite collar people off his pay- 
i.” 


“What we have here in CPR 22,” 
added, “is actually profit con- 
ol and not price control.” 
Mr. Shouse described the pro- 
ision of the regulation as con- 
Stituting “one of the greatest dan- 
gers that people in your business 
and my business have ever had to 
face—and it has come about so 
@droitly and so insidiously that I 
am sure its full impact and im- 
e" is not yet recognized in very 
nany places.” 
immediate of Mr. 


One result 


Don't miss the first sale to a 
new home owner, the replace- 
ment market is a long way off. 

Small Homes Guide Readers are 


important first buyers. Every- 
thing that goes into a New 
Home — materials, equipment, 


furnishings — must be a part of 
original new home purchasing. 
SMALL HOMES GUIDE readers 
— all committed to New Homes 
— are the cream of your first 
sales opportunity. 

Circulation 400,000 A. B. C. 
Guaranteed. 

‘The First Publication in the New 
Home Market. / 


Twice yEARLY 


ISSUED Om and FALL 


SPRIN 


Shouse’s warning was that rep- 
resentatives of the American Assn. 
of Advertising Agencies and the 
American Newspaper Publishers 
Assn. said their organizations 
would undertake studies of CPR 
22. 


Miss Braddon Joins Blitz 

Barbara Braddon, formerly as- 
Sistant advertising manager of the 
Astorian-Budget, Astoria, Ore., has 
joined the production department 
of Blitz Advertising, Portland. 


Samter Joins ‘Farm Journal’ 

John D. Samter, formerly direc- 
tor of marketing research and ad- 
vertising and promotion manager 
of Edward Stern & Co., Philadel- 
phia, has been named sales pro- 
motion manager for the Farm 
Journal there. 


Becomes Member of NBP 


Construction Equipment, a Con- 
over-Mast publication, has joined 
National Sustnen Publications, 
New York. 


Karlin Joins Edelstein-Nelson 

Irving M. Karlin, for 30 years a 
practicing architect, has joined 
Edelstein-Nelson Advertising 
Agency, Chicago, as vice-president 
and advertising consultant for 
building material and equipment 
accounts. 


Nelson Appoints Two 

Karl Landt and Michael Danyla 
have joined the staff of George 
R. Nelson Inc., Schenectady adver- 
tising agency. 
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Chatelaine Promotes Hosiery 

Chatelaine Industries, Montreal, 
is using newspapers to introduce 
Chatelaine Nylotwists, new hosiery 
line. The Montreal office of Young 
& Rubicam is handling the cam- 
paign. 


Montreal Adclub Elects 

John Macdonald, vice-president 
|of sales, Johnson & Johnson Ltd., 
| Montreal, has been elected presi- 
|dent of the Advertising & Sales 
| Club there. 
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Whirlpool Corp. 
Cuts Distribution 
to 22 Market Areas 


Sr. JosepxH, Micu., May 31— 


Whirlpool Corp. has reduced the 
number of markets in which it is 
distributing washers, dryers and 
ironers to 22, as a result of gov-' 
ernment restrictions on raw ma- 
terials. 

The 22 selected markets retained 


by the company are scattered 
throughout the country and were 
not selected on a basis of size 
alone. In areas where distributors 
handled the Whirlpool line exclu- 
sively or where Whirlpool ac- 
counted for a major share of the 
distributor’s volume, the company 
gave special consideration to such 
factors. 

Since Whirlpool doubled its pro- 
duction in the last six months of 
1950, and since government re- 
strictions on raw materials apply 


to production prior to that time, 
a company spokesman explained, 
Whirlpool was faced with restrict- 
ing its market area or spreading 
itself too thin to satisfy anyone. 


e After the markets had been se- 
lected, the company sent detailed 
letters to all distributors explain- 
ing its problem, its proposed solu- 
tion and detailing the criteria used 
in selecting the markets. Distribu- 
tors in areas which Whirlpool no 
longer will supply were asked to 


continue service. Probably because 
of the detailed explanation, almost 
every distributor agreed. 

Production of washers and dry- 
ers for Sears, Roebuck & Co. did 
not influence the decision, accord- 
ing to company officials, since the 
Whirlpool division which handles 
such production operates indepen- 
dently, under separate government 
quotas. 

To maintain its output of Whirl- 
pool washers, the company for two 
months is halting production on 


Arnold Newman Photo 


why 
so 
many 
men 
just 


copy ? 


to edit 


There is a popular conception of the 
newspaper man as a bold and dashing 
character forever flinging himself aboard a 
fast plane going somewhere, always 


somewhere, in his eternal quest for news. 


It is only partly true, of course. 


Many newspaper men, great ones, too, 


never leave their desks. 


A great newspaper needs great reporters, 
certainly. But it must also have informed 


and sagacious editors. 


To bring you the world’s news every 
morning, The New York Times receives 
something like a million words every 2 


hours. These pour in by wireless, cable, 
telephone, and telegraph from The Times 
own staff around the world, and from 19 news 
services. The Times prints about 145,000 


of these words in its average daily edition... 


an ordered and intelligent account of the 


world’s news that makes it the envy of 


every other newspaper. 


To assure you what means the most to 


you, to guard against carelessness, against 


inaccuracy, libel, bias, and bad taste, 


to trim and cut duplication, to write 
informing headlines—that’s one job of the 
editors. The Times has 65 editors and copy- 


readers on its copy desks alone, the largest 


group of copy editors on any newspaper. 


When you add the wisdom, experience and 


ability of these editors to the skills and 
talents of the rest of The Times staff, you 
understand why The Times is the interesting, 


authoritative, unusual newspaper it is. 


It has a larger staff than any other 


| 
newspaper. It gives readers more news than 


any other source. 


*And because readers get so much 


more out of The Times...advertisers also get 
more. That’s why, for 32 consecutive 
years, advertisers have made The Times 


their leading medium in the world’s biggest 
market. There’s a lot about The Times 
you ought to know. Ask us to tell you. 


z= 18 


“Sele Te 


one of a series about the people who make The New York Times’ America’s most distinguished newspaper” 
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wringer-type washers, and is using 
the steel to boost production of 
dryers. It is expected that wringer 
washer production will be resumed 
temporarily in June, and produc- 
tion and merchandising plans will 
be reviewed at that time. 


Prints Auto Paint Catalog 

Mills-Morris Co., Memphis, au- 
tomotive parts and supplies dis- 
tributor, has published what is 
said to be the only catalog issued 
by any automotive paint distrib- 
utor devoted entirely to automotive 
paint and body shop products. The 
32-page booklet is being promoted 
through newspaper ads, and a spe- 
cial sales and bonus program for 
the company’s eight stores in the 
South. 


Seedburo Names Root Agency 


Seedburo Equipment Co., Chi- ° 


cago grain and food processing 
equipment manufacturer, has 
switched its account from Buchen 
Co. to Root-Mandabach Adver- 
tising Agency, Chicago. Plans call 
for use of 43 trade publications 
and a radio spot test campaign to 
reach grain elevator operators 


Els 


... are an important partpf 
RCA Victor's business! 


* ELECTRICAL 
TRANSCRIPTIONS 
of every description —from s, 
announcements to full-length 
programs —are RECORDED, 
PROCESSED, PRESSED 
in the country’s best-equipped 
studios and plants. 
Complete transcribed radio produd ion 
and script-writing facilities 
are also available. 


M 


Quality and Service 


... are always assured at 
RCA Victor! 


LARGE or SMALL, your tran- 
scription order always gets the 
same careful attention... the same 
world-famous engineering. With 
this, plus prompt HANDLING & 
DELIVERY, your ET can't miss... 


RCA 
Victor 


Contact a Custom Record Studio 
today at Dept. 6-G in 
New York, Chicago or Hollywood 


Custom 
Record 
Sales 
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Philadelphia Printers Elect 

J. Wallace Scott, president of 
Allen, Lane & Scott, has been re- 
eleeted president of Printing In- 
dustries of Philadelphia. Other 
officers elected are: Ralph V. De- 
Kalb, Alfred J. Jordan Inc., Ist 
vice-president; Edward V. Fur- 
long, Wilcox-Walter-Furlong Pa- 
per Co., 2nd vice-president; C. A. 


Schaubel, Dunlap Printing Co., 
treasurer, and Nason B. Clar 
Clark Printing House, secretary. 


Fedders Prints Catalog 


Fedders-Quigan Corp., Buffalo, 
published a 12-page catalog relat- 
ing to Fedders baseboard radiation, 
in the May issue of Architectural 


Record. 


More Theaters Set For TV 


’ More than 50 theaters have been 


added to the list of houses 
equipped to show large screen 
television. Radio Corp. of Amer- 
ica, Camden, N. J., sold the the- 
ater TV equipment to more than 
13 exhibitors. Twenty of the newly 
equipped theaters are in the 
United Paramount Theaters Inc. 
chain, which now has 27 theaters 


6 Billion Dollar 
Automotive Market 


South and Southwest...your finest 


territory for Sales expansion. You get 


19-state penetration through 


ee 


SOUTHERN AUTOMOTIVE JOURNAL 


806 Peachtree St., N.E., Atlauta 5, Ga. 


which can run instantaneous tele- 
casts on their screens. 


U. S. Gasket to Michener 

U. S. Gasket Co., Camden, N. 
J., manufacturer of gaskets and 
Chemiseal and Chemelec products, 
has named Michener & Holland, 
Philadelphia, to handle its adver- 
tising. 


‘Here's HOW’ Appoints Perry 

Sam J. Perry, who is opening 
new New York offices at 299 Madi- 
son Ave., has been appointed east- 
ern advertising representative of 
Here’s HOW. 
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Federal Sones Figures on asasteient Store Sales 


WASHINGTON, May 29—Except 
for the central and upper Missis- 
sippi Valley area, department 
stores throughout the U. S. regis- 
tered modest gains during the 
week ended May 19, compared 
with the same week last year. 

The increase, while not spectac- 
ular, puts dollar volume for the 
week this year above the total in 
1949 by two percentage points, and 
just under the alltime high set in| 
1948. | 

Recent business gains have not 
been accompanied by the fanfare 
and discussion among retailers 
which marked the March “reces- 
sion.” However, sales generally 
have recovered to a marked de- 
gree. Only sales of television sets, 
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Des Moines . . . 50,000 Watts 


is interested in farming. 


Survey 
even u 


even urban men) 


FU Phoghame 


in iowa, WHO its tHe 
PREFERRED FARM STATION 


Business in lowa is divided approximately 50-50 between 
industry and agriculture, but almost everybody in the State 
The 1949 Iowa Radio Audience 
of all Iowa women (including 


proves that 23.2% 
J 


rban women) and 25.3% 
“usually listen” 


and Market Reports. 


STATIONS PREFERRED FOR FARM NEWS AND MARKETS — 
a = lowe Radio Audience ct Study) 


In Iowa, Specific Farm Programs are highly and 
popular, and more people prefer WHO farm programs than 
prefer those of any other station. For three successive years, 
when asked to name the sources of their favorite farm 
programs, all Iowa farm-program listeners responded as 


follows: 

ees First Year 
WHO — 14.0% 53.9% 
Station B— 54.5% 13.8% 


Col. B. J. Palmer, President 


P. A. Loyet, Resident Manager 


FREE & PETERS, INC. 
National Representatives 


Others 


of all lowa men (including 
to WHO's Farm News 


DEPARTMENT STORE. 
SALES INDEX | 


935.39 EQLA 


Week to May 19, 
Week to May 20, 
Week to May 12, 
Week to May 13, 
Month of March, 
Month of March, 


pPreliminary. 
*Not adjusted seasonally. 


'51* p286 
'50* ..275 
'51* 317 
50* ..308 
51 ..p290 
50 .....274 


among major appliances, continue 
to decline. 

Largest increase reported by any 
district reporting to the Federal 
Reserve Board was the 8% rise 
in the Philadelphia area. Largest 
loss was the 5% decline in the 
Minneapolis district. 

Among the cities, Salt Lake City 
led the list, with a 24% gain. Hous- 
ton, up 20%, was next and Spring- 
field recorded a 15% rise. 

% Change from ‘30 


Federal Reserve 


6.3 


widely 


Second Year Third Year 


55.0% 
10.2% 


This is Point Three in the Five Point System of Pro- 


gramming Evaluation, which helps explain WHO's out- 
standing position as a public facility and as an advertising 


medium, in Iowa Plus. We suggest your consideration of this 
and the other four points as vital factors in time-buying. 


District and City 5 2 19 
UNITED STATES x 3 4 
Boston District .. 2 3 4 
New Haven 1 —1 9 
Boston 7“ 0 2 0 
Lowell-Lawrence —2 —1 —7 
Springfield 4 2 15 
Providence 6 3 4 
New York District 19 1 3 
Newark . 15 4 4 
Buffalo 22 12 4 
New York 8 r—l 2 
Rochester 9 5 11 
Syracuse ll 4 10 
Philadelphia District 3 3 x 
Philadelphia 2 —l 5 
Cleveland District lo 6 4 
n 9 4 6 
Cincinnati ..... 10 6 —l 
Cleveland 12 12 5 
Columbus . 6 3 1 
, =e 13 9 8 
Erie 7 6 7 
Pittsburgh 10 1 3 
Richmond District . 13 1 5 
Washington -_ 7 -2 3 
Baltimore 26 4 7 
Atlanta District - —t —1! 8 
Birmingham . . il -—8 -—2 
Miami son 29 r6 i) 
Atlanta . — —23 rl 13 
New Orleans —2 -9 -—2 
Nashville pas 13 5 — 
Chicage District ............ ” 3 5 
‘hicago . janene ll 1 7 
Indianapolis . 12 7 2 
Detroit —1 2 2 
Milwaukee 15 5 3 
St. Leuis District ........... ai | ee | 
Little . 2-13 -—4 
Louisville . ponte 12 6 -3 
St. Louis Area mavese 12 3-1 
Memphis --2 3 °0C«C+55 
Minneapolis District ... ” ee. — 
Minneapolis 7-2 -2 
St. Paul ~ 4 2 —10 
Duluth-Superior 12 3 -—8 
Kansas City District re r 1 
nver 5 6 1 
Wichita 20 22 0 
Kansas City 8 3 1 
St. Joseph 1 2 . 
Oklahoma City --2 0 7 
ulsa 6 10 2 
Dallas District 6 1 3 
Dallas 0 1 —5 
El Paso 5 3 3 
Fort Worth 8 i —1l 
Houston 22 8 2) 
San Antonio —-6— —7 —7 
Sap Francisco District 4 r6 4 
Los Angeles Area 13 2 4 
Oakland 9 10 il 
San Francisco 4 10 4 
Portland —2 4 2 
Salt Lake City 15 10 24 
Seattle il 2 -2 
| rRevised. 
*Data not available. 
| United Rejoins Standard 

United Advertising Corp. and 


its subsidiary, Lehigh Advertising 
Co., New York, have rejoined 
| Standard Outdoor Advertising Inc., 
non-profit national industry or- 
ganization for promoting better 
understanding of outdoor adver- 
tising. United was one of the char- 
| ter members of Standard when it 
| was organized in 1945. 


| French Joins N. W. Ayer 


| J. B. French Jr., formerly pub- 
| lie relations and ‘advertising di- 
rector of Black Hills Power & 
Light Ce., Rapid City, S. D., has 
| joined the New York public rela- 
tions department of N. W. Ayer & 
Son. 


Krueger Names Bland 

David Bland, formerly display 
manager of Pepsi-Cola Co., has 
been named advertising director of 
> _—— Brewing Co., Newark, 
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27 
¥ Hy \‘Ideas'—For Agency Execs | Building, with page references for 
14 Four A s Units “Ideas” ae allan ied | those who want additional details. hone vietta 
| -o tr, - Advertising agency executives - 
Elect Governors Sacer neta — with building product accounts FOREMOST 
: . . — vw i may obtai ies by uestin, 
New York, May 31—The 14 being published by The Magazine | them on cate tees . TOY TRADE 


local chapters of the American) of Building (Time Inc.). The new | 
Assn. of Advertising Agencies have monthly summarizes building} 
elected the following officers of| products developments pertinent 
their boards of governors: |to merchandising, marketing and 
i CHESAPEAKE CHAPTER: Joseph Katz, copy problems. It reports uses of ternational sales of American Air- 
joseph Katz Co., Baltimore, chairman; products, forecasts new markets| lines, has been appointed to the 
i A egg sche so ag Ryan anes and cites new applications of| new post of manager of passenger 
CLEVELAND CHAPTER: M. R, Davies| ©Xisting products. Articles are) sales of American Export Lines, 
Jr., Foster & Davies, chairman; Dennis| excerpted from The Magazine of | New York. 
J. O'Neill, D'Arcy Advertising Co., vice- | 
chairman, and S. L. Abrams, Ohio Ad- 
vertising Agency, secretary-treasurer. 
| DAYTON CHAPTER: Don H. Kemper, 
| Don Kemper Co., chairman; Hugo Wagen- 
seil, Hugo Wagenseil & Associates, vice- 
chairman, and E. G. Foster, Geyer, Newell 
& Ganger, secretary-treasurer. 


} NORTHERN CALIFORNIA CHAPTER: 
Ross H. Ryder, Ryder & Ingram Ltd., 
ij Oakland, chairman; John L. Wiley, Ken- 


yon & Eckhardt, San Francisco, vice- 
‘ | chairman, and Robert H. Knollin, Knollin 


| Advertising Agency, San Francisco, sec- J 
} retary-treasurer 
| OREGON CHAPTER: Adolph Bloch, iS LADIES DAY 
i Adolph L. Bloch Advertising Agency, 


Portland, chairman; Hal Short, Hal Short 
& Co., Portland, vice-chairman, and Mar- 


vin E. Knudson, Richard G. Montgomery 
& Associates, Portland, secretary-treasur- ese 


. rte . ‘ 
| } , 
i > 
er. 
PHILADELPHIA CHAPTER: A. E. i 

h Morgan, Richard A. Foley Advertising = 

; Agency, chairman; Robert N. D. Arndt, 
i John Falkner Arndt & Co., vice-chair- 


’ man, and George Barnard, Aitkin-Kynett 


\ Co., secretary-treasurer 
PITTSBURGH CHAPTER: W. Stanley 
4 Redpath, Ketchum, MacLeod & Grove, 
} chairman; Harry P. Vieth, Batten, Barton, & 


{ Durstine & Osborn, vice-chairman, and 

} James E. Oravetz, Ketchum, MacLeod 

| & Grove, secretary-treasurer. 

' PUGET SOUND CHAPTER: William W. x 
‘ Woodbridge Jr., Botsford, Constantine & | 

i] Gardner, Seattle, chairman; William H. | 

i Horsley, Pacific National Advertising 

Agency, Seattle, vice-chairman, and Ker- | 

mit A. Allen, Strang & Prosser Adver- 


Magatrine 
American Export Names Gesell 

Gerald F. Gesell, formerly re- 
gional manager of agency and in- 


Write for New Merket 
Deote Folder 


McCREADY 
7) W. tied N.Y. 10 


tis A y, Seattle, secretary-treasur- 
, moe No wonder so many women 
ROCKY MOUNTAIN CHAPTER: Harold | 
{ W. Clark, Harold Walter Clark Inc., Den- read the World-Telegram and Sun 
t yer, chairman; Carl A. Salstrand, Ball & 
\ Denthens. ‘Denes, vice-chairman, and every day! 
J s R. MacPherson, Conner Adver- 
" tising Agency, Denver, secretary-treasurer. The World-Telegram and Sun Ist In DRESSES 
' SOUTHERN CALIFORNIA CHAPTER: i i 
» Richard C. Francis, Campbell-Ewald Co., gives them more Special features, The World-Telegram and Sun 
Los Angeles, chairman; John A. Privett, columns and stories ...more excit- is first among New York 
f Mogge-Privett, Los Angeles, vice-chair- | r - : ‘ weekday newspapers in adver- 
im. man, and Carl Heintz Sr., Heintz & Co.,| ing buying ideas, in the tremendous tising of Women's and Misses’ 
Los Angeles, secretary-treasurer. | Silk or Wool ond 


SOUTHWEST CHAPTER: Lowe Runkle, volume of advertising aimed at them. , OF wees | 
Lowe Runkle Co., Oklahoma City, chal e Junior Misses’ Dresses. 


! man; Wilson W. Crook, Crook Advertis- Surveys in 18 good residential 
8 communities show that women who Ist IN ACCESSORIES 
son, Miss., secretary-treasurer. 

SPOKANE CHAPTER: Vernon L. Cary, | read the World-Telegram and Sun bay pent a ont Sun 
Pacific National Advertising Agency, | . among : 
chairman; Harvey A. Brassard, Devine buy more dresses, shoes and acces weekday newspapers in 

i mg Bg FR sories than anybody in town! advertising of Women's and 
M. Myers, cLean, Ogle yers, sec- ‘ W ‘essories 

| retary-treasurer. | If you want to sell women on your ae oe , 

TWIN CITIES CHAPTER: Michael J.) — 
Fadell, Fadell Co., Minneapolis, chairman; product, tell them about it in the ist IN SHOES 
Charles L. Greenwood, Knox Reeves Ad- 
World- 
Harold C. Walker, Harold C. Walker Ad- fag te pot aoe tay Sua 
vertising, Minneapolis, secretary-treasurer. 


weekday newspapers in adver- 
tising of Women's Shoes and 
Misses’ Shoes. 

Source: Neustadt. Period 
covered: first 4 months of 1934 ;~ 


Tuttle Promotes Kauffman 
John R. Kauffman, coordinator 
of sales activities and national de- 
| fense work of Tuttle & Kift, Chi- 
i cago, electrical heating elements 
i and controls subsidiary of Ferro 
} Enamel Corp., has been promoted | 
' to sales manager. | 


les) IV 


| vertising, Minneapolis, vice-chairman, and World-Telegram and Sun. 
/ 
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Milk, Cream, Ice Cream 
Pushed by Dairy Group 


American Dairy Assn. will boost 
milk, cream and ice cream in its 
June dairy month campaign, which 
opens with a full-color spread in 
Look, June 5. 

In addition to ADA copy on ex- 
press truck posters and in newspa- 
per-distributed magazines, a num- 
ber of other advertisers have 
scheduled ads which feature dairy 
products. Among them are General 
Foods; General Mills; Libby, Mc- 
Neill & Libby; National Biscuit 


Hollywood Studio 
Converts Facilities 
for Video Filming 


HOLLYwoop, May 29 Joseph 
Justman, president of Motion Pic- 
ture Center Studios, disclosed that 
one-half of all facilities of his stu- 
dio, including manpower, equip- 
ment and stage space, has been 
converted for the immediate pro- 
duction of television films. 

All production and renting ar- 


Co.; National Cherry Institute and 
Pillsbury Mills. The ADA’s Sunday 
afternoon show featuring David 
Lawrence (2:30-2:45 p.m., CDT) 
also will be used in the promotion. 


Sun Oil Campaign Using 
Canadian Papers and Radio 
Sun Oil Co. is running an early 
summer advertising campaign for 
Blue Sunoco gasoline in daily and 
weekly newspapers in its Ontario 
and Quebec distribution areas. 
Copy features the slogan “Drive 
with the Sunoco Smile of Satis- 


faction.” 

Gasoline, oil and other Sunoco 
products and services are regularly 
promoted on the company’s 7 p. m. 
newscast on Station CKEY, To- 
ronto, featuring commentator 
Lorne Greene, and on a noon news 
broadcast over Station CKNX, 
Wingham. Tandy Advertising 


Agency, Toronto, directs Sunoco 


advertising in Canada. 


Daystrom Earnings Up Sharply 
Daystrom Inc., Elizabeth, N. J., 
reports its consolidated net income 
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for the year ended March 31 at $5,- 
432,331, compared with $1,829,136 
for the previous year. Net earn- 
ings rose to $2,436,331 from $1,- 
174,136, and earnings per share of 
$3.90 more than doubled last 
year’s $1.88. 


|U. S. Physicians Increase 

A record 209,040 physicians were 
licensed in continental U. S. as 
| of Dec. 15, 1950, according to the 
| American Medical Assn. This 
represents a net gain of 2,208 in 
the past year. 


rangements pertaining to televi- 
sion will be channeled through a 
newly created corporation called 
Motion Picture Television Center 
William Norins, executive vice- 
president of Emerson Film Corp., 
which was founded three years ago 
and has since produced some 20 
films in association with Encyclo- 
paedia Britannica, will be presi- 
dent of the new organization. 


s William Stephens, creator and 
producer of “Dr. Christian” films 
and producer of several Lippert, 
Republic, Small and Lesser films, 
will serve as vice-president in 
charge of production. Motion Pic- 
ture Television Center will pro- 
duce its own films, will participate 
in outside deals and will arrange 
for stage space rental at the tele- 
vision center. 

In making the announcement, 
Mg, Justman declared that “motion 
pieture production is very much 
a and will continue in this 
studio. However, we must face the 
fa@s. Television is growing fast. 
It is here and is going to stay and 
w must deal with it.” 

seed the films produced re- 
cefitly at Motion Picture Center 
have been “Champion,” “Cyrano 

“Home of the 


dey Bergerac,” h 
Brave,” “The Men,” “Jackie 
Rabinseon Story,” “Three Hus- 


rt “At War With the) 
as | 


Tribune Co. Elects Two 

hesser M. Campbell, treasurer | 
offTribune Co., publisher of the 
Chicago Tribune, has been elected 
vige-president, and A. M. Kennedy, 
Suiiday 
tr 


and 


| 


editor, has been elected 

surer. Reelected were Col. 

Rabert R. McCormick, president, 
ang J. Loy Maloney, secretary. 


Allison to Badger. Browning 

Wm. M. Allison & Co., New York, 
h appointed Badger, Browning 
& Het sey, New York, to handle ad- 
vertising of Regency pistachio 
nuts 


THERE'S CONCENTRATED | 


BUYING POWER IN 
WINSTON-SALEM 
LOOK AT THE EVIDENCE 


A 9-County Market 
With 
FOOD SALES 
$53,640,000* 


*Sales Management, 1951 
Survey of Buying Power 
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WINSTON SALEM TWIN CITY 


JOURNAL and SENTINEL 
MORNING SUNDAY EVENING 
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Broadcast Music Names Cox 

James L. Cox, New York field 
representative of Broadcast Music 
Inc., has been named West Coast 
station relations director with 
headquarters in Hollywood. Mr. 
Cox succeeds Glenn Dolberg, who 
was promoted to station relations 
manager in New York. 


Bush Appoints Mulcahey 

Bush Mfg. Co., Hartford, Conn., 
manufacturer of machinery 
equipment, has appointed James 
A. Mulcahey sales manager. 


and | 


Laughlin-Wilson Shifts Two 


Earl M. Richards has been pro- 
moted to manager of the Memphis 


| Hertslet Joins Gaylord 
C. Gordon Hertslet, formerly 
account executive with Oakleigh 


office of Laughlin-Wilson-Baxter R. French & Associates, St. Louis 


& Perkins, replacing John M. 
White, who will return to the 
Houston office. 


Dixon Crucible Names Zino 


Anthony J. Zino Jr., formerly as- 
sistant to the president of Swan- 
Finch Oil Corp., has been named 
domestic general sales manager 
of Joseph Dixon Crucible Co., Jer- 
sey City, N. J 


agency, has been named head of 
the new customer public relations 
!and advertising departments of 
Gafford Container Corp. there. 


Walter Schwimmer Names Two 

Janet Mayer, formerly manager 
of school and college advertising 
for the Chicago Daily News, has 
joined Walter Schwimmer Produc- 


tions, Chicago, as account execu- | 


tive in the awards division. 
Michael Brown, formerly with 
Malcolm-Howard Advertising 
Agency, Chicago, has joined 
Schwimmer as producer and di- 
rector to work on the “Miss U. S 
Television Contest” and “Foto- 
Test.” 


Peters Appoints MacDonald 
Peters Machinery Co., Chicago, 
has appointed Arthur R. MacDon- 
ald Inc., Chicago, to handle adver- 
tising and sales promotion. Trade 
publications are being used. 


COMMERCIAL CAR JOURNAL reaches and intiuences 25,586 truck and bus 


fleet executives 
market 


the buying power of the billion-dollar fleet maintenance 


plus 4,088 truck, bus, trailer and body manufacturers and trade 


executives who value CCJ as their one source of the latest word on specifi- 


cations, registrations, and fleet developments. 


CCJ circulation is tailored for full fleet coverage. It is audited quality cir- 
culation that assures direct coverage of buyers in the fleet field: Superinten- 
dents of Maintenance, Supervisors of Service, Operating Managers, Shop 


Foremen, and other fleet executives who make the buying decisions. 


circulation exceeds in depth, quality, number and size of fleets! 


CCJ 


CCJ editorial quality sets the standard for fleet publications. That's why 
CCJ is the best read magazine in the fleet field ... the undisputed authority 
on truck and bus fleet maintenance and operation. 


more maintenance executives in more fleets 


ating over 1,830,000 vehicles 


market. 


Chestnut and 56th Streets, Philadelphia 39, Pa. © 


COMMERCIAL CAR JOURNAL gives the advertiser greater coverage of 


23,000 progressive fleets oper- 


CHILTON CO. (Inc.) 


100 East 42nd Street, New York 17, N. Y. 


helps him reach deep into this billion-dollar 


THE IRON AGE serves the richest divi- 
sion of the industrial field—the metal 


working industry. 


HARDWARE AGE, the leader in the 


field of hardware distribution. 


HARDWARE WORLD, providing blanket 
coverage of the retail and wholesale hard- 
ware trade in the eleven Western States. 


DEPARTMENT STORE ECONOMIST 
reaches more key department store people 


than any other business publication. 


profession and optical industry. 
THE JEWELERS’ 


authority of the jewelry trade. 


BOOT AND SHOE RECORDER, 
the authoritative publication of the shoe 
business. 


THE OPTICAL JOURNAL AND 
REVIEW OF OPTOMETRY, the out- 
standing publication serving the optometric 


CIRCULAR- 
KEYSTONE, the recognized leader and 


AUTOMOTIVE INDUSTRIES, theauto- 
motive industrial news authority in auto- 
motive and aircraft manufacturing plants. 


MOTOR AGE covers all automotive 
service and maintenance problems. 


COMMERCIAL CAR JOURNAL 
provides the greatest coverage of any pub- 
lication serving the motor truck and bus 


fleet maintenance field, with the valuable 
plus of 4,000 trade subscriptions. 


THE SPECTATOR 


LIFE INSURANCE IN ACTION, most 


quoted life insurance publication. 


THE SPECTATOR 


PROPERTY INSURANCE REVIEW, 
the magazine of influence among fire and 
casualty companies and their agents. 


DISTRIBUTION AGE, the magazine 
that integrates all phases of distribution. 


te a 
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Insurance Company 
Promotes Customers 
with ‘Trav-L-Bingo’ 


LANSING, Micn., May 29—A new 
twist to the old game of bingo is 
being used by Auto-Owners Insur- 
ance Co. here as a promotion de- 
signed to attract new customers 

The new game, known as Trav- 
L-Bingo, consists of a set of four 
cards in a folder, with each card 
containing 16 squares in which are 
illustrated familiar objects seen 
along the highways. Objects in- 
clude farm animals, words and let- 
ters found on buildings and road 
signs, different makes of cars, li- 
cense plates and other miscellane- 
ous objects. 

As players ride along in a car 
they check off the squares as they 
see the objects depicted, and the 
first one to get a complete line 
scores Bingo. 


@ Trav-L-Bingo was developed by 
Wallace-Lindeman Inc., Grand 
Rapids, agency for Auto-Owners. 
| The insurance company is using it 
in six midwestern states, and the 
agency reports that several nation- 
al manufacturers are considering 
the game for nationwide distribu- 
| tion 

To stimulate its insurance agents’ 
interest in the Trav-L-Bingo pro- 
motion, Auto-Owners has pi 
pared a 12-page promotion kit 
lining steps that agents can t 
to derive full benefit from 
game. These include direct m 
ings to prospect lists and car regis- 
tration lists; local newspaper s 
(mats are included in the kit) d 
|counter displays which will id 
15 Trav-L-Bingo games. 


Car Allowances Up Slightly 

Allowances paid salesmen 
| use of their cars on company bufi- 
ness have increased almost 5% 
two years, according to a rec 
study by Dartnell Corp., Chic 
business research publisher. D. 
nell reports a trend toward cc 
pany gwnership of cars for sa 
use 


| KVEN Promotes Harry Engel 

Harry Engel, commercial m 
ager of Station KVEN, Ventu 
Cal., has been promoted to stati 
manager, succeeding Mort Wern 
who has taxen a leave of abse 
| to join National Broadcasting C 
television department in N 
York. 


HE CAN HELP YOU 


If you're looking for 
national distribution 


Py 


BARNEY KINGSTON, 
Sontamdich Direct 


@ If you're a manufacturer, distrib- 
utor, or advertising agency executive 
seeking quick national distribution 
via the independent selling field this 
may be the most important message 
you ever . 

You'd be surprised to know how 
easy it is to put your product or 
service in every city, town end ham 
let in the US. Also many foreign 
countries. 

The service of our experienced 
merchandising staff is available at 
a0 cost. They'll analyze your product, 
see if it has resultful direct selling 
possibilities. Lf your product qualifies 
they'll present e 28-year sales-tested 
plan for speedily getting 48-state 
distribution—e plan thet starts over 
50 new companies every month. . . 
many of which now do « multimil- 
lion dollar business. 

Don't lose another day's sales. 
Write now to Barney on, Mer- 
chandising Director, Dept. A-69, Op- 
portunity Magazine, 26 East Jackson 
—_—— Chicago 4, Illinois. 
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Transit Advertising Volume Jumps Sharply 
Because of Exterior Traveling Displays 


COLORADO Sprincs, May 29— Al- 
though car card volume is some- 
what ahead of last year, the rapid 
increase in the use of traveling dis- 
plays on the exterior of transit 
vehicles has produced a sharp in- 
crease in the volume of transporta- 
tion advertising. The increase 
should exceed $20,000,000 in 1951. 

This fact was brought out here 
last week at the 10th annual meet- 
ing of the National Assn. of Trans- 
portation Advertising, which 
elected N. Gist Lamdin, of Na- 
tion-Wide Bus Advertising Co., 
New York, as its new president 
to succeed Ray Carr of Pacific 
Northwest Transit Advertising, 
Portland, Ore. 

The use of ads on the exterior of 
transit vehicles now accounts for 
40% of the total volume of trans- 
portation advertising, officers of 
the association declared. Much of 
this increase, it was said, is a di- 
rect result of NATA’s efforts, 
started in 1946, to standardize sizes 
and production methods. Many of 
the leading advertisers now using 
exterior ads on transit vehicles are 
in the electrical appliance, televi- 
sion and automotive classifications. 


@ Colin Campbell, publicity di- 
regtor of Kern’s Department Store, 
Defreit, told the convention that 
ough newspapers are retailers’ 
N@ 1 advertising medium for im- 
m@liate results, he believes that 
department stores can be sold on 
favorable long-range impres- 
they can create by means of 
tr@Msportation advertising. 
e said that department stores 
juld use cooperative advertising 
ey to stress brand merchandise 
in¥their car card advertising. If 
tr@Msportation advertising com- 
PaRies “educate” large department 
stGres on the use of car cards on} 
t basis, he said, they will become 
important car card advertisers. 
he convention voted approval 
off Study No. 14—Los Angeles— 
inthe Continuing Study of Trans- | 
portation Advertising, which is 
coBducted by the Advertising Re- 
search Foundation. This study, it 
w@s said, will be the second larg-| 
est in this series and, because of | 
thé characteristics of the Los An- 
géles market, should prove partic- 
ulfrly interesting to advertisers 
and agencies. Twelve advertisers 
will be selected shortly for partic- 
ipation. 


@ Study No. 3 in the Canadian 
study of transportation adver- 
tising, made in Vancouver, B. C., 
which has just been completed, 
was introduced at the meeting by 
E. R. Watt, president of Canadian 
Car & Bus Advertising. Two re- 
gional advertisers, McGavin’s 
bread and Bank of Montreal, fin- 


WE KNOW BAYONNE’S 


FAVORITE 
INSTANT COFFEE 
Each week, THE BAYONNE TIMES sends its 


staff of investigators into a 10% cross-section 
of all Bayonne retail grocery outlets. Currently 
a 10 w continuing survey is featuring 
INSTANT COFFEES. The weekly sales are 
tabulated by brands, type of outlet, sizes, and 
other pertinent data 

Send or call for complete detasls 


THE BAYONNE TIMES 


“Bayonne cannot be sold from the outside’ 
NATIONALLY REPRESENTED BY 


BOGNER & MARTIN 


ished first and second in this 
study, respectively. General Foods’ 
Jell-O was high scorer among na- 
tional advertisers participating. 
Fairfax Cone, of Foote, Cone & 
Belding and chairman of the Ad- 
vertising Council, commended 
NATA members on their public 
service space pool which is placed 


at the disposal of the council. The | 


transportation advertising indus- 
try contributes 90,000 spaces per 
month with a commercial value 
in excess of $1,000,000 a year. 
Twelve campaigns have appeared 
during the past year. 


s Officers elected, in addition to 
Mr. Lamdin, include: Harrison 
Davis of Fielder, Sorensen & 
Davis, San Francisco, vice-presi- 
dent; Benjamin Page, Transporta- 
tion Displays, New York, secre- 
tary; and O. J. Griesar, Canadian 


SUN rose to 
| Pittsburgh's 


Car & Bus Advertising, Montreal, 
treasurer. 

Retiring President Carr was 
elected chairman of the NATA ed- 
ucation committee. P. J. Everest 
continues as managing director, 
and Philip Cochrane Jr. as pro- 
motion director. 


Eric Litner Appointed V. P. 

| Eric Lifner, account executive 
with Erwin, Wasey & Co., Los 
Angeles, has been appointed vice- 
| president. 
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American Soul Clinic Airs 

| The American Soul Clinic, 
Huntington Park, Cal., will spon- 
sor “American Soul Clinic Hour” 
on 24 American Broadcasting Co. 
Pacific Network stations in Cal- 
ifornia, Oregon and Washington. 
The program will be heard Sun- 
days, 2:30 to 3 p.m. 


Sales Execs Elect Bonsib 
| Bill Bonsib, president of Bill 
Bonsib Advertising Agency, has 
been elected president of the Den- 
ver Sales Executives Assn. 


PON poe” aia? a, Oe, SO 


New York Journal-American Albany Times Union 


HEARST SALES OPERATING CONTROLS 
visualize your changing markets! 
Already mapped, charted and analyzed are 
541,604 city blocks, with 445,456 retail out- 
lets and 3,037 shopping centers and streets, 
located in 9 great markets: Baltimore, Boston, 
Chicago, Detroit, Los Angeles, New York, 
Pittsburgh, San Francisco, Seattle. 


Hdvertising dae | 


Herbert W. Beyea, General Manager 
959 8th Avenue, New York 19, N. Y. 


Offices im Principal Cities representing 


Los Angeles Examiner 


Pittsburgh Sun-Telegraph 


Detroit 7 ‘imes 


Seattle Post-Intelligencer 


Copyright 1951 by Hearst Consolidated Publications, Inc., Hearst Advertising Service Division. All rights reserved. 
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O., has appointed Robert Holley 
& Co., New York, to handle adver- 
tising of Plakie plastic, wood and 


tional cloth books. Magazines and 
trade publications will be used. September. 


Tempo Appoints Wainwright |Curry-Risley Opens in L. A. Names Mrs. McGannon 


Curry-Risley, New York agen- 
account executive of Kirkgasser- | cy, 


vertising art company. 
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Holley Gets Plakie Toys 


Counts Starts ‘Travel Guides’ 


Plakie Toys Inc., Youngstown,| Kyle. O. Counts, formerly ad- Robert W. Wagstaff, vice-presi- 


Thomas Wainwright, formerly 


| 


tain Oil Reporter and 


regional director there. 


pany. 


Russell Pierce, former vice-presi- 


Changes in markets are swift and sometimes sweep- 
ing. People acquire new habits of thinking, buying, 
living. To meet these changes, business must employ 
flexible, forward-looking merchandising tactics, 
based on accurate and timely facts. In Pittsburgh, for 
example, changes have meant increased decentrali- 
zation into the suburbs, expansion and diversification 
of industry, new building programs. 


In this Pittsburgh pattern, the 17-year-old Sun Drug 
Co., Inc., has firmly established itself as the city’s 
biggest drug chain — by following the decentraliza- 
tion trend. Of its 34 stores, 28 are suburban. In step 
with the popularity of super-market techniques, 
Sun's store displays are wide open, making mer- 
chandise easy to see, easy to buy. Non-drug items 
have been brought into the profit picture. 


Meanwhile, however, Sun has remained inflexible 


9 
Ree re eae 


piertising Coverage 


in holding to the fundamentals of sound advertising 
strategy. Confident that “it is easier to get more busi- 
ness from many customers than to sell more to each 
customer,” Sun buys blanket coverage in Pittsburgh’s 
newspapers — places 49% of total lineage used by 
the city's retail drug advertisers! Sun's strategy also 
includes selling only nationally-advertised brands, 
to gain extra impact in its advertising. 


And for the national advertisers themselves, com- 
plete and up-to-the-minute /oca/ data is essential in 
selling the local markets that make up the national 
market. It provides the basis for proper local tactics 
to carry out national strategy. So get in touch with 
your H.A.S. man today, for facts about the ten major 
markets in which more than half the nation's buying 
income is concentrated. it’s an essential touchstone 
for sales. 
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| Vendo Elects R. W. Wagstaff | Vladimir Becomes First Agency in West 


isi f Rocky Moun-\dent and general counsel of pecialize ional Advertisin 
a. an tale and vRecky Vendo Co., Kansas City, ust! to Ss ial in Internatio g 


Mountain Motornews, will launch| vending machine equipment man-| San Francisco, May 31—Irwin| and now a director and officer 
stuffed toys, and Plakie educa-| United Travel Guides, of which he} ufacturer, has been elected execu-| Vladimir & Co., New York and| of Hodges Pierce & Co., San Fran- 
will be editor and publisher, in| tive vice-president of the com- Chicago, has opened a branch of-| cisco public relations counsel. Mr. 
fice here at 251 Kearny St., and 
will be the first agency on the 
| West Coast to specialize in inter- 
Lennen & Mitchell, New York,| national advertising. 

has opened a Los Angeles of-| has promoted Mrs. Betty Knopp, The lecal office is headed by 
Drew, Chicago, has been appointed | fice at 427 S. Western Ave. Ray-| McGannon, executive secretary | ’ 
vice-president of Tempo Inc., ad-| mond L. Dube has been appointed and assistant to the president, to) 
| assistant secretary of the agency. (dent of J. Walter Thompson Co., 


Pierce will continue his affilia- 
tion with that company. 

Viadimir clients here include 
Standard Oil Co. of California, 
Gantner & Mattern, Fuller Paint 
Co., Cutter Laboratories and 
Avoset Co. 


e Mr. Pierce, who was with the 
Thompson agency for 17 years, 
helped to establish and was man- 
ager of the Thompson office in 
Buenos Aires. During World War 
II he was assistant director of 
the radio and motion picture divi- 
sions in the Office of Inter-Ameri- 
can Affairs. He worked with Ir- 
win Viadimir when the Vladimir 
agency was one of those selected 
to handle an extensive advertis- 
ing campaign for the U. S. govern- 
ment in South America, under 
Mr. Pierce’s general supervision. 
In addition to advertising accounts 
handled directly, Vladimir acts as 
export counsel to a number of 
domesti: agencies. 


Harry Lubcke, TV Pioneer, 
Sets Up Consulting Service 
Harry R. Lubcke, charter em- 
ploye of Station KTSL, Los A 
les, has resigned to establish a 
vision and electronics consul 
service at 2443 Creston Way, - 
lywood 
Mr. Lubcke was instrument 
setting up Station W6XOA in 1 
the nation’s first television sta’ 
and predecessor of KTSL. 


Kolburne Joins Grant Age: 

Russell Kolburne, formerly v 
president of John Shrager I 
has joined Grant & Wadswoi 
bean York, as an account ex 
tive. 


Your statement of profits will 
point #p ... when you capture 
the buying power of the rich 
QUAD.-CITY market (Daven- 

ort, lowa, Rock Island, Mo- 
ine and East Moline, Illinois.) 
1951 Sales Management Sur- 
vey of Buying Power figures 
reveal total effective buying 
income of $402,783,000 ... 
and Davenport has an average 
effective buying income per 
family of $5,947! 


PUNCTUATE YOUR SALES 
IN THIS 


RICH QUAD-CITY MARKET 


BY USING THE 


DAVENPORT NEWSPAPERS 


The Only Ne pers with Home- 
Deliver Circulation on the 
lowe and iilinois sides of the im- 
portent Qued-City market. 
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@ Distillery Finds 
Fitzgeralds Are 
a Proud Family 


LOUISVILLE, May 29—A test 
mailing offering a color reproduc- 


Seth Thomas Clocks, Thomaston, 
Carman, 


wrist watches to be 
|is the agency. 
Erwin. Wasey Appointed 


pulled a 50% response for Stitzel- 
Weller Distillery. The idea now | 


handle its advertising. 


Seth Thomas Debuts Watch | London 


Conn., division of General Time creative staff of Henry J. Kaufman ; 

Corp., has appointed Robert C. & Associates to specialize on jew- =< = ee 
formerly with J. W.'elry and merchandising accounts. 
Johnson Inc., as merchandise man- He was formerly with Kay Asso- 
ager of its new line of 17-jewel ciated Stores. 
| wr introduced | the copy staff has been named as- 
| this fall. J. Walter Thompson Co. sistant production manager. 


| 


Orange Crush Co., C 
fi tion of the Fitzgerald coat of arms| a — ee > Chicago, has Bend, Wis., adi 
ppointe rwin, Wasey & Co. to displays, has named Clarence F.| Guthrie Lithograph Co., reelec- 
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9 Joins Henry Kaufman Washington Adclub Elects Rose Dew Appoints Madison 
arry London has joined the} Tom Griffin, advertising man-,| Rose Dew Co., Los Angeles man- 
Daily ufacturer of home deodorants, has 
| News, was elected president of the | m=med Noel Madison & Associates 
Washington Advertising Club. Oth-| to handle its advertising. Edward 
er new officers are: Clayton R.| Soltz, formerly general manager of 
Sanders, advertising manager,| Atkins-Gilbert, has nm named 
Peoples Drug Stores, 1st vice-pres- | Vice-president in charge of sales 
iaent; William E. Coyle, promo-| of the agency. 
tion meen, P nde wong me Star, | 
vice-president; Stanley Bell, sales | Harding Co. 
representative, Station WRC, on dig gong ol 
treasurer; and N. Ward Guthrie, | manager of Harding Co., York. 
be will also handle public rela- 
tions for the concern. 


Arnold Freedman of | 


Serigraph Names Schroeder 
Serigraph Sales & Mfg. Co., West 
Wis., advertising art and | 


Schroeder general sales manager. | ted secretary. 


seems destined to cement relations | 
between almost all male members | 
of the Fitzgerald clan. 
Stitzel-Weller, of course, has a 
bonded bourbon named Old Fitz- | 
gerald, plus a problem (faced by | 
all distillers) of promoting its bev- | 
erages within the rigid regulations | 
enforced by federal and state gov- 
ernments 
In casting about for a method 
of exploiting the personal appeal 
direct mail, Winius-Brandon 
¢ Co., St. Louis agency, developed 
the idea of appealing to the pride | 
of the Fitzgeralds 
| 
| 
| 


3 ein a test mailing, 5,000 “Mr 

Fitzgeralds” selected from phone | 
books in ten cities received a copy | 
of a booklet, titled “Just a Mo- | 
ment, Mr. Fitzgerald,” in a hand-| 
addressed white envelope 

The booklet describes the origin 
the name (Maurice Fitzgerald, 


- " 

s descendant of the Geraldini 
4 me lily of Florence, Italy, was the 
 & st to bear the name—inciden- 
@ ly, one of the Geraldinis helped 


3 KTTV as an account executive in | 


. 


- they 


¥ tomes and read constantly. Negroes are 


zaerald coat of arms dating 
a k to 1316. More than 50% of | 
‘ . ’ Fitzgeralds to whom booklets | 
~ = ve been sent thus far have re- | 
j ested the reproductions. 

« 
; In addition, Stitzel-Weller has | 


® NEGROES SPEND 


lliam the Conqueror take Eng- | 
d in 1066) and lists illustrious 
zgeralds 

im the third cover, the distillery 
ered color reproductions of a 


eived numerous letters from 
tzgeralds who want the booklet | 
it to friends——usually Fitzger- 
s, but frequently to persons | 
om the writer wishes to im- 
‘Each respondent receives three | 
iling pieces—the original book- 
lf, a postcard in answer to re- 
q@ests for the coat of arms, and the 
t of arms accompanied by a 
personalized letter describing the 
significance of the inscriptions 
Only in the closing paragraph does 
+ Stitze!-Weller get in a pitch for the 
product 

In all cities where the campaign 
has been directed, the distillery re- 
ports an increase in sales, com- 
ments from retailers about getting e 

new customers, and numerous 

% comments to retailers by oa 
members of the clan. 


James T. Aubrey Jr., formerly 
+ on the sales staff of Station KTSL, 
has joined Station 


| 
KTTV Names James T. Aubrey | 


sales department 


@ $15 BILLION A YEAR! 


DO THEY SPEND IT 
ON YOUR PRODUCTS? 


You can get your share of this vast and 
wealthy market—reach Negroes the way 
want to be reached—through their 
own Race publications—the newspapers 
and magazines they welcome into their 


intensely loyal to the advertisers they see 
in their own 1—4z-T this mar- 
ket an urge to buy that ey'll respond 
to! Stop overlooking $15 billion—Negroes 
buy What you sell—if they read about it 
in their own publications! For full details 
write Interstate Uni Newspapers, Inc., 
545 Fifth Ave., N. Y., serving America's 
leading advertisers for over a decade. 


ONE EXAMPLE: for « publication that sells | 
the e f this rich market, fy can't beat | 
the New Courier—-read by 1,500. Negroes in 
week Color comics, i 
ews section help make it er- 
fea's most complete weekly we ge Tell the 
Negro—you'll sell the Negro! Act now! 
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Advertising Age, June 4, 1951 


Launches First Aid Campaign 
Smith & Nephew Ltd., Montreal 
manufacturer of Elastoplast first) 
aid dressings, is introducing its) 
new elastic product in Canada via | 
magazines, weekend papers and 
national radio. The Montreal of- 


ling the account. 


DeLaval Names Michel-Cather 

DeLaval 
Trenton, N. J., has appointed Mi-| 
chel-Cather Inc., New York, 
place its advertising 


| ice 


Steam Turbine Co.,, KROL Appoints Forjoe 

Station KOL, Seattle, has ap- 

to| pointed Forjoe & Co. as its na- 
tional representative. 


| Keck-Franke Names Wholihan Resort Assn. Names Dranzin 

Ray Wholihan has 
pointed vice-president 
of tre Miuiwaukee office of Keck- 
Franke Advertising. As part of a 
reorganization and expansion pro- 
gram, tne agency has named Doro- 
fice of McKim Advertising is hand- | | thy Helms production manager and 
we LaPlante chief of art serv- 


J. N. Dranzin Associates, Chica- 
go, has been named advertising 
and public relations counsel for 
the South Haven, Mich., Resort 
Assn. A three-month campaign, 
using newspapers, radio and tele- 
vision, has been launched in the 
Midwest. 


WBEN Names Chester E. Daly 

Chester E. Daly, local sales man- 
ager of Stations WBEN and 
WBEN-TV, Buffalo, has been pro- 
moted to sales manager. 


been ap- 
in charge 


Three Copy Points 
Used for Koolfoam 
in Magazine Drive 


Dayton, O., May 29—Following 
a survey which indicated that com- 


, fort, price and gift appropriateness 


are the most important buying mo- 
tives for foam rubber products, 
Dayton Rubber Co. has launched 
an advertising campaign for Kool- 
foam products geared to these 


Grow All Year Round? 


Country Gentleman told farmers about a remarkable 
grass that thrives in poor soil, stays green all winter 
—to give year-round grazing to the South's great new 


beef and dairy industry. 


Berore Country Gentleman told 
the story of Kentucky 31 Fescue, 
Southern farm states imported much 
of their milk and beef. This new 
wonder grass made possible year- 
round grazing on better pastures, 
within a vear was spreading through- 
out the Southeast, has now reached 
Oklahoma and Texas. Seed pro- 
duced in Kentucky alone totals 
nearly 12 million pounds, has 
dropped 50% in price with demand 
strong. 

Meat and milk production was 
rising on many a farm two years 
after the Country Gentleman an- 


Proof of Greater Impact 


Get the full story of the most penetrating study of farm magazine readership 
ever made. It shows these facts about Country Gentleman’s influence with 
men and women heads of subscriber homes: 


6 out of 10 families get useful farming ideas from it, and 
over 3 out of 4 of these recalled specific ideas. 


Women in 6 out of 10 homes get useful service ideas from 
it. and over 3 out of 4 of these recalled specific ideas. 


96.2% of families read the advertising, 3 out of 4 families 
gze\ buying ideas from it, and over 3 out of 4 of these 


recalled specific ideas. 


They spend more time reading Country Gentleman, return 
to it more often and like it better than any of the other 


big farm magazines. 


And advertisers have made Country Gentleman Ist among farm magazines 
—12th among all magazines—in advertising revenue. 


nouncement. One farmer turned his 
cows into fescue pasturage, got a 
third more milk within two weeks. 
Another farmer put 98 Herefords on 
fescue pasturage, had a beef gain of 
500 pounds per acre in two and a 
half months. In just four years, this 
grass is helping a whole region! 
Yet the story of Kentucky 31 
Fescue is just one more example of 
the money-making news farmers get 
regularly from this magazine. That's 
why Country Gentleman is the 
biggest power with the people of 
rural America . . . who spend every 


third dollar at retail. 


“We hove taken C. G. for years on end and when 

you ask what we like best, it's like dissecting a mem- 

ber of the family. | enjoy the Editorials, Washington 

Roundup and Letters to The Editor. We all enjoy 

the stories. My wife likes the Homemoking Depart- 

ment and gets a lot of ideas and useful hints from it.” 
Joseph 


H. Harland, Oregon 


“We enjoy all of Country Gentleman, each and every 
issue, from cover to back and have gained a good 
deal of practical knowledge from its pages. From its 
advertisements we have made purchases. From its 
articles we have learned of trends in farming. The 
reports on Soil Conservation, Pasture Fertilization, 
Cottle and Grass ore ¢ an inspiration to everyone who 


ae ond i lligently 


pl the future of 


Archie W. Enloe, Arizona 


¢ Read more, used more, liked more 


by 2,300,000 prosperous families 
throughout Rural America. 


_ COTTER OFOREE COmPeer + Batten Gee | 


FOAM RUBBER.This Koolfoom ad will 
run in Life, The Saturday Evening Post 
and This Week Magazine in June. 


three factors. 

Ads ranging in size from three- 
fifths to half-pages, color and bkw 
are running in Better Homes & 
Gardens, Collier's, Ladies’ Home 
Journal, Life, Parents’ Magafine, 
Time, The Saturday Evening Bost 
and This Week Magazine. 

As was done for Mother's y. 
gift appeals, according to He 
S. Waters, vice-president, are Bet 
ting special advertising stress) for 
Father's Day, shower and bidal 
gifts. 

Until June 30, when the ad 7 
paign is in high gear, Dayton Will 
pay co-op costs for newspaper @ds 
that carry the nationally ad@er- 
tised prices for Koolfoam—$§.95 
for the regular, $12.95 for the @e- 
luxe. Merchandising and poin€ of 
sale displays are also being use@. 

Dayton first started national ad- 
vertising for foam rubber prod@erts 
last year (AA, March 6, '50), @nd 
now claims to be the “largest 


| manufacturer of foam rubber pil- 


lows in the U.S.” 
Geyer, Newell & Ganger is the 
agency. 


| Wolfer-Douglass Moves 


Wolfer-Douglass-Bennington, 
Angeles agency, has moved to 345 
W. Main St., Alhambra. 


No Dead 


Spots Here 


BUSINESS — in St. Petersburg 
it Is EXCELLENT! 


Bank debits for the first quarter 
of 1951 show an increase of 27 
per cent over last year .. . LEAD 
ING ALL OF FLORIDA IN RATE 
OF GAIN.* 


The St. Petersburg TIMES, lead 
ing newspaper of Florida's fastest 
growing market, continues to re- 
flect this gain with increased line- 
age over its record 21,859,699 
for 1950 . . . leading in ALL 
classifications . . . leading ALL 
Florida papers but one. 


St. Petersburg - Florida 


TIMES —. 


Theis & Simpson Co. Inc. 
New York Detroit 
v. 1. O& ar. 


"Source: Fed. Res 


Chicage = Atlante 
in Jacksonville, Fla. 
Bonk, Jocksenville. 
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| said little Goldilocks. 
| ‘this one ts just right” 


How much circulation makes a mass medium ? 
It takes Life over 5 million. 

It takes Ladies Home Journal 4% million. 

* It takes Farm Journal close to 3 million. 


It takes Sports Afield and Outdoor Life something 
under a million. 


It takes the Kokomo Tribune exactly 20,466. 
Want to interrupt? Go ahead... 
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Were you about to say that Farm Journal, Sports Afield, Outdoor 
Life, and certainly the Kokomo Tribune, are too small to be mass? 


All depends on the definition. Will you buy ours? 


any medium that wraps up a predominant share of its 
particular market is a mass medium. 


Find yourself something that saturates Kokomo more thoroughly 
than the Tribune! 


While you’re at it, find yourself a publication that packs up more of 
the business market than Nation’s Business. 


For among all the splendid magazines for businessmen, only Nation’s 
Business piles up so much of this giant market on the advertiser’s 
doorstep . . . three-quarters of a million! That’s almost twice as much 
as any business neighbor... more than any other two, in fact. 


But actually that’s lots less important than what this mighty army 
of Nation’s Businessmen can do for you and yours... 


100,800 Presidents and Vice-Presidents . . . 33,840 Secretaries and 
Treasurers ... 126,720 Managers... 416,160 Owners and Partners 

. 85% coverage of big business, 45°. coverage of their top brass 
... downright dominance of the $127 billion small business market. 


Three-quarters of a million Nation’s Businessmen means you can 
march into any major trading area in America just as successful 
food and drug merchandisers do in the consumer field . . . with 
enough dynamite to get advertising action, boost your sales, cut 
your costs, and put more bounce into your salesmen’s morale. 


We've had some prospects tell us, ‘“Nation’s Business is too big”. 
Some have said, “Nation’s Business is too small.” But for most busi- 
ness advertising, believe us... Nation’s Business and its mass cover- 
age is just right. Nation’s Business, Washington 6, D. C. 


mass coverage of business management 


NATION’S BUSINESS ith 


A GENERAL MAGAZINE FOR BUSINESSMEN 
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Dislikes Anonymity 

To the Editor: Every man has 
a right to his own opinion, but it 
seems to me that an opinion that 
a man hasn’t the courage to en- 
dorse should be ignored. 

If “Annoyed,” to whom you gave 
about 25 column inches of your 
valuable space in the May 21 issue, 
had named himself and his niche 
in the advertising field, I am sure 
that even though he was a member 
in good standing in the “small min- 
ority” of advertisers using false, 
misleading and exaggerated claims, 
his opinion would be challenged 
by AA readers in the “majority” 
who have the best interests of ad- 
vertising at heart. But I am in- 
clined to believe that his letter will 
strike such readers as being merely 
the reasoning of a child’s mind—a 
mind that prompts ringing door 


bells and running, or drawing 
mustachios on pictures of girls on 
billboards. 

I think that most people like to 
know with whom they are agree- 
ing or disagreeing. 

While I agree almost 100% with 
the writer of “The Creative Man's 
Corner,” I can't help but feel that 
his criticism of some advertising 
would carry more weight if his 
name headed his column. However, 
AA assures its readers from time 


'to time that the writer is an ex- 


perienced advertising man of good 
repute. We are willing to take AA’s 
word for it. 

But more important is a favor 
I would like to ask—permission to 
reprint, in “Advertising High- 
lights,” your excellent editorial, 
“Is the Senator Taking Over Ad- 
vertising?” (AA, May 14). Many 


| 


This department is a reader’s forum. Letters are welcome. 


readers of this little 16-pager will 
have read the editorial, but those 
who haven’t should. 

Georce L. KInTEr, 

George L. Kinter, Advertising, 

Pittsburgh. 

Permission is granted to reprint 
the editorial. As for The Creative 
Man, AA is glad to reiterate that 
he is an experienced, well known 
creative advertising man of good 
repute. 

+. . e 


Advocates Careful Thought 
on Determent Fund Idea 

To the Editor: Certainly any 
plan which holds promise of cor- 
recting the 
business cycle should be thorough- 
ly explored. 

However, I don’t think we should 


get ahead of ourselves by rushing | study is needed in this whole area 


them! Think of it 


Mr. BMB tells us there are more than a million of 


a weekly audience of a million WFAA 


listeners means a million potential customers for your prod- 
uct. Customers with a stabilized income. For example, the 
DALLAS-Ft. Worth area alone is number one in retail sales 
among America’s 19 major markets with populations from 
500,000 to one million! * 


And here is the bonus... 


within WFAA’'s primary 


radio coverage area which includes 180 counties in Texas, 
Oklahoma and Arkansas... radio homes have increased 
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not have television sets! 


WAM? 320 


NBC-TQN 


5G000 urolks 


, since 1940! More than 964,253 of those radio homes do 


Here are your potential customers... and the way to 
sell them is through WFAA! 


*1950 Census—Consumer Markets—BMB 


WAM: 570 


5,000 uel ABC-TQN 


Radio Services of The Dallas Morning News ¢ Martin B. Campbell. Gen. Mgr. « Represented Nationally by Edward Petry & Co. 


“boom-bust” type of) 


to conclusions. There are a great 
many things about the proposal 
which I, for one, am unable to 
evaluate, and therefore I have 
quite a few doubts and reserva- 
tions. 

For example, would the plan 
really accomplish what is hoped 
for it? There are types of busi- 
ness depression on which adver- 
tising can have little or no effect, 
and the use of advertising in such 
circumstances would be not only 
ineffective but wasteful. Adver- 
tising is a tremendous force, but it 
has limitations—it should not be 
asked to assume burdens it can- 
not carry. Perhaps the economists 
can give us the answers—certainly 


| we should seek them. 


Again, do advertisers generally 
want these provisions and would 
they use them? I suspect that a 
great many corporations need more 
liberal provisions for depreciation 
reserves on equipment, buildings, 
etc., a great deal more than hey 
need reserves for advertising. 

I think that a great deal more 


before any representations 
made to Congress. 
Stuart PEABopy, 
The Borden Co., New York. 
Mr. Peabody is discussing the 
proposal advanced in an ADVERTIS- 
ING AGE editorial April 16 for mak- 
ing advertising funds deferable 
from one year to the next, the 
principal objective being to permit 
advertising to be more nearly 
matched to the difficulty of secur- 
ing orders—that is, less advertising 
when business is easy to get, more 
advertising when business is hard- 
er to get. 
His suggestion that the entire 
proposal should be carefully and 


are 


| fully studied before any represen- | 


tation is made for action is in line 
with the position taken by AA. The 
subject is complex and has many 
ramifications, and should be given 
the most careful and intense study. 
Indeed, the purpose of the AA edi- 
torial was to throw the subject 
open for discussion and explora- 
tion—a purpose which has already 
largely succeeded. 
. ° . 


Travelers Offers a Stinger 
for a Sales Pickup 

To the Editor: This’ll make your 
readers buzz-z-z-z-z!! 

Many of them are probably sales 
managers. . .and they all have that 
ever present problem of how to 
inspire their sales staffs to go out 
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and bring in the orders. 

The enclosed poster has been a 
successful salesman stinger for al- 
|}most 50 continuous years. Its 
| thought is simple, but its effect is 
direct. Many is the sales manager 
who is grateful he has copies 
posted in conspicuous, strategic 
spots. They save him words; they 


THE BEE 


THAT GETS THE 
HONET- DOESN'T 
HANG AROUND 
THE HIVE 


preserve his patience; they produce 
action. 

Although this poster was orig- 
inally designed by The Travelers 
for use within its own organization, 
we are happy to announce it is be- 
ing made available free of charge 
to anyone and everyone connected 
with selling in all its aspects. 

You might like to inform your 
readers of this free offer, and they 
in turn can order directly from us 
by writing to Publicity Depart- 
ment, The Travelers Insurance Co., 
Hartford 15, Conn. 

Because the supply of these 
1044x1334” posters is limited, they 
wiil be given on a first-come, first- 
| served basis. 


A. J. Siepa, 
Publicity Department, The 
Travelers, Hartford, Conn. 

e 


o + 
Vote of Thanks 

To the Editor: As far as I am 
concerned, your article in the cur- 
rent Harvard Business Review is 
absolutely tops! 

I think the whole advertising 
profession owes you a vote of 
thanks for the swell job you did. 
Congratulations! 

Epwarp N. MAYER JR., 
President, James Gray Inc., 
New York. 

The article to which Mr. Mayer 
refers appears in the feature sec- 
tion of this issue of AA. 


advertising 


and 


proof 
do 


“WARWICK service to 
Arizona faster than 
local sources...” 


“One of our problems in a ‘small town’ is getting good 


typography. 


“In looking for a type source, we took a ‘fancy’ 
to your promotional material . . . tried you, 


have been happy ever since. 


“Even when we err in our instructions, 
your type proofs always come back right 


on the nose... beautiful... we don’t have 
to touch them .. . just paste the set-up into 
position. 


“The service is swell—actually we get your 


s back faster than the local sources could 
it. And though we're a comparatively 
small agency, you've made us 
feel that Warwick gives 
equal service to all!” 


Tucson, Arizona 


Warwick serves over 400 firms in 24 states 
and Mexico. If you have a typographical 
problem mail it to us for fast, efficient help. 
Send for new type specimen book. 


TYPOGRAPHERS 
920 Washington Ave., St. Louis, Mo. 


++. overnight by rail and air 
from neorly oll U.S. 
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Market Data Goes on File 

To the Editor: I have just fin- 
ished going through your May 14 
issue which, besides containing its 
usual amount of up-to-the-second 
news, included an “Available Mar- 
ket Data Section.” 

This issue is being filed for 
future reference as it contains a 
wealth of information on market 
data in many territories in which 
I am interested. Naturally, I am 
particularly interested in those bits 


of information which pertain to the | 


liquor industry. 


well done. 


Congratulations on a good job) 


A. C. EBBESEN, 
Advertising Manager, William 
Jameson & Co., New York. 


The Flight of the Bumblebee 

To the Editor: I have just read 
in your “Rough Proofs” column 
the item pertaining to a Nation’s 
Business ad which was entitled “A 
Bumblebee Cannot Fly.” 

You might be interested in the 
attached folder which we prepared 
a couple of years ago which used 
the same theme to poke a little 
fun at the “experts” before getting 
down to cases. 

CARLOS MorGANn, 

Penn Electric Switch Co., 

Goshen, Ind. 

The booklet, introducing the 
Penn Series 321 automatic hot gas 
defroster, says: “Some airplane de- 
signers have proved, on paper, that 
a bumblebee can’t fly. You've 
heard the story. But the bumblebee 
hasn’t. So he goes on flying...” 


Agrees on Good Taste 
To the Editor: Have just read 
The Creative Man’s Corner in the! 
May 21 issue, and agree that 
Springmaid sheets have over- 
stepped the bounds of good taste. | 
Perhaps they think it’s clever... | 
Keep up the good work, I never 
miss reading The Corner. | 
JAMES H. MILLHOLLAND, | 

Wynnewood, Pa. 
> a . 


Packages for TV Use Need 
Makeup, Too, Artist Says 

To the Editor: Let’s face it! A 
woman uses makeup in order to 
“sell” herself. If you do not agree, 
try to think of some other reason. 
She even varies her makeup to fit 
the situation. Soft colors in the 
sunlight, stronger accents for the 
soft lights in the evening. If she 
happens to be an actress on tele- 
vision, the makeup is applied by 
an expert; for here, she must “sell” 
herself or she’s out of work. 

Now, let’s consider the pack- 
age. It looks well on the shelf. Why 
does it lose so much of its attrac- 
tiveness on television? Simply be- 
cause it was designed for the shelf; 
to be a success on the TV screen it 
must have the proper makeup for 
this all important medium. 

I do not mean that the package 
should be redesigned, though it 
will require a designer’s ability 
and judgment since each package 
presents a different problem. A 
different remedy or combination of 
remedies will be necessary for the 
solution. 

Television cannot make color 
corrections. If the colors on the 
package do not photograph well 
the design should be rendered in 
black, white and greys of various 
depths to simulate the color val- 
ues. 

If the design contains large areas 
of white or light blue, lavender, 
etc., it should be greyed down just 
enough to eliminate glare, but not 
to give the appearance of the pack- 
age’s being a different color than 
it was originally. 

Glossy backgrounds should never 
be used, especially on cylindrical 
or curved surfaces because of the 
resulting highlights. 

Metallic and glass areas should 
be treated in order to reduce the 
gloss. This can be achieved by 
various methods depending on the 


properties of the material. 

All secondary type, such as 
weight, contents, signature and un- 
necessary copy panels, should be 
removed for two reasons. First, 
they are illegible from the distance 
viewed and second, their removal 
provides more “air” around the 
logotype or the product name. 


However, in some cases, they 
should merely be minimized. This 


jis especially true in cases where 
| their removal would unbalance the 


design or tend to weaken its iden- 
tity. 

Still other instances would in- 
dicate the desirability of enlarging 
or otherwise strengthening the 


product name or the logotype. Such 
changes, however, should be at- 
tempted only under the supervision 
of a competent package designer. 
Package models built for tele- 
vision should be the same size (or 
larger) as they will be shown on 
the screen. Photographic blowups 
have a tendency to blur, while ob- 
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jects photographed actual size or 
reduced give a sharper image. 

If the above suggestions are fol- 
lowed when their application is 
indicated, your package will be far 
more photogenic televisionwise. It 
will now sell itself. 

Kari Perer Kocn, 
Bielefeld Studios. Chicago. 
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Canadian Edition of 
‘Better Living’ Will 
Appear Next October 


New York, May 31—Better Liv- 
ing, homemaking magazine dis- 
tributed in food stores, is planning 
to bring out a Canadian edition in 
October 

Edward W. Miller, publisher of 
the monthly backed by the McCall 
Corp., told AA today that plans 
had not been completed for the 
new edition, but that if all goes 
well, Living’s Canadian circula- 
tion will be guaranteed at 300,000. 
Ad rates would be based on $1,500 
per b&w page and $2,100 per four- 
color page 

The 5¢ magazine would be sold 
through more than 384 food mar- 
kets operated by at least 10 chains, 
including Dominion Stores Ltd., 
Toronto; Jenkins Grocerterias, 
Calgary; and Steinberg’s Grocer- 
terias. Montreal. 

Better Living made its bow in 
the U. S. with the May issue. It 
is sold through about 4,000 super- 
markets operated by members of 
the Super Market Institute and has 
a guaranteed circulation of 1,500,- 
000 


@ Meanwhile, a check of other 


store-distributed magazines indi- | 


eated that Everywoman’s, with a 
surrent guarantee of 1,000,000, 
opes to bring out a Canadian 
ition this fall or perhaps the first 
the year.” At the present time, 
perywoman’s distributes more 
an 100,000 copies in Canada. This 
culation is part of the 400,000 
rculation credited to its north- 
st U.S. edition. 

A Woman's Day spokesman said 
Ss magazine “has no plans for a 
nadian edition in the immedi- 
sly foreseeable future.” He em- 


has a circulation of about 208,- 
) north of the border, does not 
licit Canadian advertising, nor 
»s it sell space for the circulation 
has in that country. 


Family Circle has no Canadian 
ition at present, and a spokes- 
n said the magazine has no 
ns in that direction, “so far as 
ITknow.” However, Circle has dis- 
t#bution in Canadian territory, 
more than 90,000 copies going 
tHere currently. This figure will 
Wp Fase to 100,000 with the Sep- 
nber issue. 

The spokesman said the Canadi- 
an circulation is not sold as a sep- 
arate unit. Family Circle’s total 
net paid is above 2,000,000. 


‘DIGEST’ OFFERING 
NEW ‘GLOBAL RATE’ 

New York, May 31—The Read- 
er’s Digest is offering a 10% re- 
duction to advertisers who buy 
space simultaneously in all 26 of 
its international editions. 

The special “global rate’’—said 
to be made possible by lower pro- 
duction costs when an advertiser 
uses all editions—-works out at 
$11,350 for a b&w page. The edi- 
tions have a total net paid circula- 
tion of 6,282,694 

Josiah B. Thomas, vice-president 
in charge of sales, said the reduc- 
tion was the first in 12 years of 
international publishing. He said 
the new rate will enable advertis- 
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ers to add Digest advertising in; Marketing Assn. Other officers Henry ]. Morton & Clyde Born | U.S. Plywood Shifts Three 


additional markets at little extra are: Henry C. Schweitzer, Henry 


east. Disston & Sons, Ist vice-president; Henry J. Morton Marketing,) J.T. Arens, Baltimore manager 


- Portland, Ore., advertising, public| of United States Plywood Corp. 
“It also provides the advertiser ae = ype Atlantic Re-| relations and marketing company,|has been shifted to Philadelphia 
: | g Co., 2nd vice-president, and : J — 
with a stronger case to present to! David U. Uliman, Roland G. E has changed its name to Henry J.| branch manager. H. S. Richards, 
his local branch or distributor for Uliman Organization secretary * Morton & Clyde with the addi- | Washington manager, replaces Mr. 
participation in combined global . ° tion of Velma Clyde to the organi- Arens in Baltimore, and he in 
advertising,” he said. | zation. George Corneil, free lance| turn is succeeded by C. B. Black- 
Mohawk Names Bampton ered hes been named art direc-| burn, whom Mr. Arens replaces 
James W. Bampton, formerly | ‘tor of the company. |in Philadelphia. 
Dr. Alfred Watson Elected | president of Theodore Presser Co,,| 
Dr. Alfred N. Watson, assistant has been named assistant to the Bromel Associates Moves _Lohmeyer Adelman Moves 
treasurer of Curtis Publishing Co.,| president of Charles Lachman Co.,| Harold Bromel Associates, De-| Lohmeyer-Adelman Inc., Phila- 
has been elected president of the Phoenixville, Pa., subsidiary of troit advertising display counselor, | delphia, has moved to larger quar- 
Philadelphia chapter, American! Mohawk Carpet Mills. | has moved to 19745 Raiston. ters at 1606 Walnut St. 
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Oppenheim Names Remo Adler British Contract for Canadian Newsprint 


line & Co. since October. 1950, Augurs Increase in U.S. ‘Black Market’ 


Collins & Co. since October, 1950, 

has been appointed advertising 

production and traffic manager of} New York, May 31—With the|to go higher. Current quotations 

the department store. Mr. Adler! announcement this week in Mont- here hold at $245 a ton, f.o.b. 

ge Aaron R. Klein, who has | regl that the British Newsprint mill, for about 30 days’ delivery, 

licity pono ce we CE ed Supply Co. has negotiated a three- | with relatively few takers. 

Corp. | year pact with Canadian mills), Market men here believe that 
for increased supplies of news-|Great Britain is likely to get 
print, observers here believe that about five times more newsprint 

MeCash® Seine 36 “a Mc-| the so-called black market for this year and next than it did in 

Connell, Eastman & Co., Winnipeg,| Spot deliveries of newsprint will 1950. Last year Canada shipped 

as an account executive. | tighten and that prices are likely! about 20,000 tons of newsprint to 


Britain, and it is estimated that 
this is likely to be increased to 
between 80,000 and 100,000 tons 
annually from Canada. 


s Some observers seem to think 
that, with the pressure for news- 
print increasing both in the U. S. 
and abroad, there will be a temp- 
tation for mills to set aside a por- 
tion of the British tonnage for 
spot deliveries to bidders willing 
to pay higher prices for extra 
tonnage. If this should prove cor- 


PRICE 7‘... 


We bought it at Woolworth’s. It’s beautiful. It’s perfect in performance. Saving 
carelessness, it will last and last. So we pondered . . . 


WHY NOT 27°‘?... 


This tumbler is a triumph of many sciences. Physics, chemistry, ceramics, and mathematics 
joined in its creation. Mechanical and electrical engineers poured their gifts into the 
machines that made it. Metallurgists, draftsmen, tool makers and welders, miners and 
transportation men, civil engineers and operating engineers . . . all these and more 

worked their splendid best to make this veritable miracle. 


HOW DID THEY KNOW HOW?... 


Not just from what each learned way back in school. Not just from what immediate 
associates passed on. Not by pure cerebration either. All these helped. Nothing could 
have been done without them. But they were linked together by .. . 


THE AMERICAN INTER-COM SYSTEM... 


The business press of America, the industrial and trade and business and professional 
publications . . . the American Inter-Communications System. They are the common 
carriers of business and professional ideas . .. methods and mistakes, practice and theory, 
new and obsolescent techniques, news, conjectures, hopes. It is a sober fact that the business 
press helps make what America makes possible. It sees all, hears all, and tells. . . 


HOW WE HAPPEN TO KNOW... 


McGraw-Hill’s business publications have long been a part of this American Inter-Com 
System. As publishers we know the consuming insistence of the editors on reporting, 
analysing, disseminating . . . on making sure that every new idea is spread with speed . . . 
on universalizing both principles and details. 


As publishers we know that people pay to subscribe to our publications for the sole 
purpose of listening in on our units of the American Inter-Com System. As publishers, 
we make the advertising pages of our publications available for your communication 
with the people you want to reach. 


McGRAW-HILL PUBLISHING COMPANY, INC. 


330 WEST 42nd STREET, NEW YORK 18, N. Y. 
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rect, a stronger and more active 
black market may be anticipated. 

Eastern mills are continuing to 
use large supplies of wastepaper. 
In the first 20 weeks of this year, 


consumption of wastepaper by 
eastern mills increased 34% over 
the comparable period of 1950, 


but the industry has increased its 
supply only 36%, according to 
Colley S. Baker, director, Eastern 
Conservation Committee of the 
Wastepaper Consuming  Indus- 
tries. Less than two weeks’ sup- 
ply is on hand in newsprint mills’ 
| warehouses. 


| 
Goodman Names John Toland 
L. A. Goodman Mfg. Co., Chi- 
cago manufacturer of plastic dis- 
plays, has named John M. Toland 
vice-president in 
charge of na- 
tional sales. Mr. 
Toland, formerly 
national sales 
manager of Hi- 
ram Walker Inc., 
and before that 
on the staff of 
the New York 
Mirror, will di- 
rect expansion of 
the sales organi- 
zation to keep 
abreast of stimu- 
lated interest in the company’s line 
brought about by increased ad- 
vertising. 


Radiant Names Milt Sherman 

Radiant Mfg. Corp., Chica 
manufacturer of projection scree 
has appointed Milt Sherman 
vertising manag- 
er. Mr. Sherman, 
in Chicago ad- 
vertising for 5% 
years, comes to 
Radiant from 
Dade B. Epstein 
Advertising, 
where he was an 
account execu- 
tive. Before that 
| he was connected 
|with Harry J. 
Lazarus & Co. Mr 
Sherman will be 
|in charge of advertising for t 
Radiant Mfg. Corp. and Radisz 
Specialty Corp. 


| Du Mont Quarterly Sales Up 

Allen B. Du Mont Laboratori 
Clifton, N. J., reports its sales 
$18,851,000 for the first quarter 
1951, 25% above last year’s $1 
113,0v0. But, net profit declin 
48%, from $1,967,000 to $1,022,0 
because of higher costs and tax 
and the price freeze on televisi 
receivers, according to the co 
pany. 


John M. Toland 


Milt: Sherman 


Building Firm V. P. 


Faye Evans has been inted a 
vice president of John . Harris 
Associates, Inc.. New York, builders. 
He is one of 302,833 daily Wall Street 
Journal readers from coast-to-coast. To 
reach men who are stepping up in 
business, advertise in America’s Only 
National Business Daily. 

( ADVERTISEMENT ) 
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Consolidated Television Productions 
Discloses Film Programming Activities 


Los ANGELES, May 30—Consoli- 
dated Television Productions Inc., 
which in recent weeks has been 
the center of a confusing contro- 
versy because of a similarly named 
organization here (AA, May 28), 
has announced substantial addi- 
tions to its availabilities and cur- 
rently is supplying film produc- 
tions in three categories. 

The categories are (1) its own 
productions; (2) productions 
which it orders from outside or- 
ganizations, and (3) straight re-| 
lease of properties it has acquired. | 


es It is now producing “Cyclone 
Malone,” a quarter-hour marion- 
ette series; “Jump Jump of Holi- 
day House,” quarter-hour chil- | 
dren’s strip; “The Buster Keaton | 
Show,” half-hour comedy series; | 
is releasing “The White Aveng- 
ers,” a series of Western actions 


built around two white dogs and|Conn., has been appointed agency | ager. Walter R. Buell, advertising 


two white stallions; “Paul Coates’ | 
Hollywood Close-Ups,” half-hour 
behind-the-scenes of filmland; | 
“Pilot's Club,” flight films and air | 
personalities, and model building 
for a teen-age series. 


Also: “Hawaiian Paradise,”’ 
island musical series; “Movie 
Disc,” three-minute no-sound- 


track vignettes as backgrounds for 
cords; “Tales of Famous Out- 
ws,” starring Lash Larue. 
The first “Lights, Camera, Ac- 
on” series, in which Hollywood 
directors and _ producers 
reen-test professional talent, has 
en completed. Also being offered 
e “Willie Wonderful,” a half- 
ur puppet series, and “The Pi- 
tes Shows,” half-hour adventure 
oup. Two half-hour detective- 
pe films are in the works. Con- 
lidated also is releasing a group 
first-TV-run feature motion 
ctures. 


Now being offered is a new 
cript Catalog” service. This 
nsists of scripts of programs 


hich can be produced live on a 

al station. All types of shows 

included in the catalog. A va- 

ty of transcribed radio shows 

a being offered. 

) An interesting aspect of the Con- 
lidated operation is the fact 

t, wherever possible, it is tying 

merchandising rights for the 
icntens in its programs. These 
Tights are considered as an extra 
“pius” for sponsors of the pro- 
grams involved. In some cases, as 
with “Jump Jump,” manufacturers 
are already licensed for the char- 
acters on the show. Consolidated 
will have a merchandising divi- 
sion to handle licensing arrange- 
ments with manufacturers for 
characters it controls. Also in the 
planning stage are comic strips 
based on shuw characters. These 
would be released through the 
Times-Mirror Syndicate. 

All these promotions will work 
to give wide publicity to Consoli- 
dated programs, and attract great- 
er listening audiences, with spon- 
sors benefiting accordingly, in the 
thinking of Consolidated officials. 


@ These promotional aspects will 


be supplemented by a merchandis- | 
ing service. This will include the | 


Cfraphic 


H@GTO-E RAVERS 


PAINSTAKING CRAFTSMANSHIP 
FIDELITY OF REPRODUCTION 
PERSONALIZED SERVICE 


679 N. WELLS $T., CHICAGO 10 ILL. 
WHitehall 4-3450.1 2 


preparation for sponsor imprint of 
counter cards, window streamers, 
Shelf strips, car cards, bottle 
collars, club membership cards, 
menus, menu tack-ons, fan photos 
and similar material for program 
and sponsor promotion. 

On many Consolidated proper- 
ties, special display pieces such as 
jumbo blowups and life-size photo 
cut-outs will be provided at cost. 
Many of its programs, particularly | 
the children’s shows, are felt to 
be ideal users of self-liquidating 
premiums. These premiums will} 
be available to sponsoring adver- 
tisers. Many will tie in directly | 
with show characters, such as the | 
Cyclone Malone sheriff's badge, | 
imprinted with the sponsor’s name | 


| and product. 


Appoints Moore & Beckham 
Moore & Beckham, Greenwich, | 


for the Greenwich Time. 


National Fire Promotes 3 
Holly W. Stevenson, secretary- 
treasurer of National Fire Insur- 
ance Co., Hartford, has been pro- 
moted to vice-president. William 
L. Bellmer, former secretary, also 
has been made a vice-president 
and Arthur F. Davis Jr., formerly 
assistant treasurer, has been 
named secretary-treasurer. Cam- 
eron Winslow recently resigned 
his vice-presidency of National. 


Canadian Advertising Rises 

An over-all gain of 20.2% in 
Canadian advertising expenditures | 
for the first quarter of 1951 com- 
pared with the same period of 1950 
was reported by Marketing, Toron- 
to. Government advertising rose 
245.8%, from $111,524 to $385,625, 
and largest dollar gain was in au-| 
tomotive advertising, which rose | 
from $992,764 to $1,356,580, ac- 
cording to the publication’s study. 


‘Rotarian’ Names Two 

Paul Teetor, business and ad- 
vertising manager of The Rotarian. 
has been promoted to editor-man- 


solicitor, succeeds Mr. Teetor. 


TOURNEY PLANNERS—Members of the Artists’ Guild of Chicago planning June 23 
golf outing are (left to right): John Gillespie and Phil Interlandi, Batten, Barton, 
Durstine & Osborn; Jack Kapes, Jack Kapes & Associates; Bill Kapche, Stondard 
Studios; Mike Baim, Art Production Service, and Charles Doner, Beaumont & Hohman. 


Stephens Names Scott Agency 

Stephens Bros., Stockton, Cal., 
has appointed Hunter Scott Adver- 
tising Agency, Fresno, to handle 
advertising for its pleasure cruis- 
ers and Farrallone sailing clippers. 
Regional and boating magazines 
and newspapers will be used. 


Stern Names Sidney Berg 

Sidney H. Berg, manager of ad- 
vertising and display for Grayson- 
Robinson Stores, has been named 
manager of the newly formed 
product development department 
of Edward Stern & Co., Philadel- 
phia printer. 


Penetrate ALL of America’s 


radio families... 


dial in Philadelphia. 


customers schedule WFIL. 


... Shopping center 


WFIL BLANKETS 
PHILADELPHIA... 


For blanket coverage in Philadelphia—city of two million— 
schedule WFIL. WFIL regularly reaches four-fifths of all the city’s 
151,260 homes where WFIL is a family buying 
guide. And WFIL is still growing. It’s the only Philadelphia 
network station to show both day and night audience gains in 
BMBs latest survey .. . 18.5% more families (day) and 16.1% 
more families (night). You can’t pass up Philadelphia, capital 
of America’s 3rd Market . . . you can't pass up WFIL, first on the 


--BLANKETS THE WHOLE 
14-COUNTY MARKET 


Don’t ignore any of the !4-County Philadelphia Retail Trading 
Area. Here is a zone of more than 4,400,000 people. Here, in more 
than two-thirds of the radio homes, 769,550 families consistently 
tune WFIL. In cis rich market area WFIL’s signal penetration is 
strongest ... you reach all of the 147 “home markets” outside 
city limits where a majority of the area's prosperous population 
lives and buys. And WFIL takes you to a huge bonus area beyond 
the 14 counties. Total coverage: 6,800,000 people. To reach these 


| 
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More Outdoor Ad 


Statistics Needed, 
Lawler Tells Meet 


Wuire SuLpHurR Sprincs, W. Va., 
May 29—The tightening competi- 
tive media situation calls for ex- 
panded circulation research in out- 
door advertising, N. F. Lawler, ad- 
vertising and sales promotion di- 
rector of Nash Motors, told outdoor 
advertising men at a regicnal sales 
meeting sponsored by Outdoor Ad- 
vertising Assn. of America, at the 
Greenbriar here last week. 

Mr. Lawler urged that further 
use of the Traffic Audit Bureau be 
made “as a means of developing 
mass circulation statistics.” 

He pointed out that Nash has 
never been without a national 


showing in outdoor, that it spends | 


the largest single segment of its 
advertising budget on that me- 
dium, and it “is already committed 
to a full 12-month poster schedule 
on a national basis for next year, 
starting Jan. 1.” 


Arthur Dimond, advertising 
manager of H. J. Heinz Co., noted 
that “we are facing a bigger mar- 
ket, better able to buy, but more 
difficult to sell, and that’s true for 
practically every product national- 
ly advertised today.” 

He warned against complacency 
on the part of advertisers, assert- 
ing, “We cannot stand still and 
hold our present position in the 
field. The business of manufactur- 
ing customers through advertis- 
ing is a day-in and day-out as- 
signment. We must annually de- 
liver into the fold a dominant 
share of that new young market 
which in a very few years will con- 
stitute the critical core of our po- 
tential.” 


e Emerson A. Elliott, vice-presi- 
dent of Fletcher D. Richards Inc., 
New York agency, urged plant 
operators to intensify their dealer 
contacts on the local level. In view 
of increasing media competition 
for the advertising dollar, he said, 
lit is essential that plant operators 
|support the selling job on the 


local level that Outdoor Advertis- 
ing Incorporated is doing on the 
national level. 

The dealer, he continued, is just 
as much a customer as the head of- 
fice in New York or Chicago. Con- 
stant attention must be given to 
explaining to these dealers and lo- 
cal representatives the functions 
and values of outdoor advertising, 
as well as the particular qualities 
of each painted bulletin or month- 

|ly showing. 


Spalding Black Elected 

| Spalding Black, Canadian In-| 
|dustries Ltd.. has been elected! 
president of the Montreal chapter, | 
|American Marketing Assn. Other) 
officers are: Vice-president, Lewis 
| Louthood, Montreal Standard Pub- 
| lishing Co.; secretary, Terence D. 
Campbell, Young & Rubicam, and 
treasurer, John Nickell, Ronalds 
Advertising Agency 


| Ames Elects Miles Ad V. P. 
Ames Co., Elkhart, Ind., sub- 

sidiary of Miles Laboratories Inc., 

has elected E. L. Miles as vice- 


| 26th year as secretary-manager. 


president in charge of advertising. 


Detroit Adcraft Club Elects 


John P. St. Clair, Detroit rep- 
resentative of Life, has been 
elected president of the Adcraft 
Club of Detroit. Other officers 
elected are: Ben R. Donaldson, ad- | 
vertising and sales promotion di- 
rector of Ford Motor Co., Ist vice- 
president; N. F. Lawler, advertis- | 
ing and sales promotion director of | 
Nash Motors, 2nd vice-president; | 
Robert G. McKown, business man- 
ager of Brooke, Smith, French & 
Dorrance, treasurer, and Warren 
D. Devine, secretary to the board. | 
Harold M. Hastings will serve his 


| 

Seattle Sets Japanese Fair 
The Japanese Trade Fair, set for 
Seattle, June 17-July 3, will ex-| 
hibit exportable Japanese goods | 
including farm, industrial and| 
household equipment. The event | 
will be advertised in the New York 
Journal of Commerce, Newsweek, 
the northwestern edition of Sun-| 
set Magazine, Time (Latin Ameri- 
can edition) and 20 business pa- 
pers and export-import journals 
Wallace Mackay Co. is handling 
the advertising. 


3*¢d Market 


adelphia 


or millions! 


ELMER H. WENE, Vineland ul- 
tryman—The head of Wene Chicks steel 
and his family typify WFIL- The 


adeliphia's 32,567 farm households pay wages and salaries totaling 
with buying power 98 ‘ cent $1,81 2,770,000 to workers in WFIL- long and hard be 
above average. He is a WFIL fan. adelphia's 8,566 industrial plants and she listen: 


i 


x a : 
* 


RAY 
Phoe 


SIDNEY THAL, Chester grocer— 
4,400,000 people in this hungry 14- 
County market eat groceries worth 
more than $1 billion a year. Mr 

s Edgemont Beef Company is 


sell $ 


one of 460 food stores in Chester. Hess 


RAE: 


A. ©. SCHAEFER, 


ers 


hold goods a year in WFIL-adelphia 


7 j se 
pO 7 
/ : 
~ 4% \ wemme J wos 
ones f — 4 


oat 


When it's first on the dial! Operating at 


equal to twenty times the power at double 


Philadelphia 
maker—As Vice-President of 
Midvale Company, he helps 


KATHRYN L. 
the 2% muillio 


MOND R. BEHRMAN, 
nixville appliance dealer— 
like Behrman and Wiess 
198,872,000 worth of house- 
WFIL-adel 


a regular WFIL listener among 65,000 


0 housewite 


WFIL-adelphia, Mrs. Batchler listens 


JAMES WORK, Doylestown edu- 
cator— Mr. Work is President of the 
National Agricultural College, one 
of 39 colleges and universities in 
ua. His students are 


| frequency 


When is 5,000 watts more than 5,000 watts? 
kilocycles, WFIL's 5,000 watts provide coverage 


.- 100,000 watts at 1120 kilocycles 


560 


the 


BATCHLER, Glass- 
Like so many of 
m women over 21 in 


fore she buys .. . 
$ regularly to WFIL 


collegians in the area. 
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Gas Men Name M. E. Miller 


M. E. Miller, vice-president of 
National Steel Construction Co. of 
Indiana, has been named sales pro- 
motion committee chairman of the 
water heater division the Gas 
Appliance Manufacturers Assn. 


Glenn Names Duke Burgess 

Duke Burgess, formerly Los 
Angeles manager of Theodore R 
Sills & Co., has been named di- 
rector of public relations of Glenn 
Advertising, Dallas. 


WHAT A DIFFERENCE IN 
THE APPEARANCE OF THESE 
TWO DRAWINGS, YET THE 
REPRODUCTION COST OF 
BOTH IS EXACTLY THE 
SAME WHEN DRAWN ON 


CRAFIINT 
DOUBLETONE 


Drawing Papers 


Craftint Doubletone Draw- 
ing Paper contains 2 sepa- 
rate, invisible shading tones. 
These tones are instantly 
“brought up” by simply ap- 
plying special fluids in only 
the places the artist wishes 
them. See Figure 2. Finish- 
ed art, although containing 
two tones of gray plus black 
and white, still reproduces 
as straight line work. This, 
of course, means a big sav- 
ings in reproduction cost. 
Craftint Doubletone Papers 
are available in 17 different 
patterns to accommodate 
drawings for same size or 
standard reductions. 


Write today for pattern 
chart and further informa- 
tion. Craftint Doubletone is 
sold by your local Craftint 
dealer or direct, 


THE CRAFTINT MANUFACTURING CO 


1227 Last 152nd Street ¢ Cleveland 10 Otne 
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# | without the 


of % 


It's a farm market, the richest on earth. It’s a mass market, 
dominated by farmers. You can’t sell Mid-America without the farmer 
—nor the magazine that concentrates on him alone. 


S ¥Ggappers Farmer 
Sells Ml 


the richest Farm market on earth 


Advertising Age, June 4, 1951 


| JACOB CHOULJIAN 

Hartrorp, May 29—Jacob K. 
Chouljian, 58, one of the founders 
of Peter Paul Inc., Naugatuck, 
Conn., candy maker, whose brands 
include Mounds and Peter Paul 
| candy bars, died May 23 at Water- 
bury Hospital after a brief illness. 

Mr. Chouljian, a native of Tur- 
key, helped found Peter Paul at 
New Haven, Conn., in 1919, and 
was a director of the company for 
25 years. 


ee CARL G. SUBER 


| Hartrorp, May 29—Carl Gus- 
tave Suber, 45, an account execu- 
tive for J. M. Mathes Inc., New 
| York agency, was fatally injured 
|May 26 in a fall at his Darien, 
Conn., home. 


LEROY A. BENNETT 
Farr Haven, N. J., May 28—Le- 
roy Alven Bennett, 38, gravure 
/salesman on the staff of Metro- 
| politan Sunday Newspapers Inc 
for the past three years, died here 
yesterday at Red Bank Hospital, 
| of injuries suffered in the Pennsyl- 
| vania train wreck at Woodbridge, 
N. J., last Feb. 6. 
| Born in Montclair, N. J., he was 
graduated from Columbia Univer- 
| sity, and formerly was on the ad- 
vertising staff of the Newark 
Evening News. During World War 
II, he was a lieutenant in the 
102nd Infantry. 


CHARLES B. NICHOLS 

Fort LAUDERDALE, May 31— 
Charles B. Nichols, 82, former 
advertising representative of the 
| Branham Co., Chicago, and one of 
| the founders of the Isaak Walton 
| League, died here yesterday. He 
| came to this resort May 28 from 
| Manitowish Waters, Wis., planning 
| to make his permanent home here. 
| Before joining the Branham Co. 
in 1917, Mr. Nichols was western 
| manager of Leslie’s Weekly. 


| 

PERRY L. SMITH 

| MERCHANTVILLE, N. J., May 31— 
Perry L. Smith, 80, founder and 
former publisher of Trunks & 
Leather Goods Journal, died at 
his home here yesterday. He 
founded the leather goods paper 
in Philadelphia in 1894 and was 
editor and publisher of the jour- 
nal for 33 years before selling it 
in 1927. 

A native of New York, Mr. 
Smith had resided here for 45 
years. He was mayor in 1929, 
after serving several years as 
president of the borough council, 
and at the time of his death was 
president of the Merchantville 
National Bank & Trust Co. 


FRED CLARK MILLIS 

INDIANAPOLIS, May 31—Fred 
Clark Millis, 59, who operated the 
Millis Advertising Co. here from 
1920 to 1930 and then became pub- 
lisher of the South Bend News- 
Times, died May 26 after a long 
illness. 

After the News-Times suspended 
publication more than a decade 
ago, Mr. Millis organized a real 
estate and contracting firm with 
holdings in eight central Indiana 
| cities. 


! 

Erwin, Wasey Promotes Boyd 
Andrew C. Boyd Jr. has been 
| promoted to copy chief of Erwin, 
| Wasey & Co.’s Los Angeles office. 


YOU Gan Write and MAKE MONEY s 


ca SPECIAL LIMITED OFFER e 
© $2.00 Book (64 pages) Absolutely FREE © 
© Tells how YOU can win financial security, en-@ 
@ joy a steady income, gain distinction in your ® 
@own community as a writer. PREVIOUS EX-® 
PERIENCE UNNECESSARY. Shows how to® 
write news and articles for magazines and get 
aid well by business firms. Easy formula® 
© using small everyday words revealed. Writers® 
using this formula earn $4,000 to $10,000 $ 
a year. We train you at home in spare time 6 
to start a profitable business. Accept this e 
@ ook, formerly sold for $2.00, absolutely FREE. e 
@ Priceless to anyone who writes or wants tos 
write publicity, advertising, letters, etc. Sup-@ 
Bee Send for your FREE copy today, @ 


@ NOW, to. e 
. DICK CASTERLINE e 
@ 13022 Ardis Street, Downey, California @ 
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Feature Section 


Advertising Age 


The Responsibility for Good 
Taste in All Advertising 


The subject of good taste in advertising has become increasingly a 
matter for debate and discussion within recent months, as public and legis- 
lative clamor over lapses in good taste have risen. The effect of such lapses, 
and the responsibility for ending them, is discussed in an article in the 
May, 1951, “Harvard Business Review” by S. R. Bernstein, editor of Ap- 
VERTISING AcE. The latter half of the article is reprinted here, in nearly 
full text, with the permission of that publication. 


By S. R. BERNSTEIN 

Does advertising which is untruthful, 
or misleading, or in bad taste have any 
harmful effect upon advertising which is 
truthful, honest, and informative? In 
short, does the “good” advertiser pay for 
the sins of the “bad” advertiser? 

A simple recollection of the fact that 
advertising is essentially “salesmanship 
in print’—salesmanship addressed to 
masses of potential buyers rather than to 
one buyer at a time—answers the ques- 
tion. For salesmanship itself is persuasion, 
and persuasion without believability and 
without confidence is a contradiction in 
terms. Any advertisement which causes 
skepticism or raised eyebrows on the 
score of its believability, validity, or good 
taste must inevitably decrease, to what- 
ever minute extent, believability and con- 
fidence in all advertising. And this is 
particularly costly because, inherently, no 
one likes to believe that his actions or 
his buying habits are influenced to any 
important degree by the persuasion 
exerted by salesmanship, whether it is 
personal selling or advertising. James W. 
Young, senior consultant to the J. Walter 
Thompson Company, stated this proposi- 
tion aptly almost a decade ago, when he 
said: 


e “Everybody believes in advertising— 
even the critic of it—when he is on the 
sending end. But nobody believes in ad- 
vertising—not even the producer of it— 
when he is on the receiving end. That is 
because advertising is persuasion, and 
nobody likes to admit that he needs per- 
suasion or should bear the cost of it. 

“Thus we don’t really feel that the ad- 
vertising agency or the insurance agency 
earns his commission—-on us. Perhaps on 
the other fellow. We buy at wholesale 
when we can, and love to dodge all selling 
costs...No, persuasion and its cost to 
us are emotionally unacceptable.” 

It is this very human characteristic of 
unwillingness to admit that advertising 
addressed “to me” is necessary or worth 
paying for that is the nub of the problem, 
and the reason why it is so important 
that no advertising should offend on the 
grounds of good taste. 


e We like to believe, as far as we in- 
dividually are concerned, that the best of 
all possible economic worlds is one in 
which an infinite variety of goods and 
services are miraculously displayed for 
us in a sort of super-supermarket, where 
we can wander down the aisles when and 
where we please and make our free-will 
choices without let or hindrance. We are 
willing to concede, perhaps, that there 
might be a need for an occasional infor- 
mation center or an “order taker” to serve 


us, but we can do nicely, thank you, 
without any salesmanship. No one need 
“sell” us on the need for a new suit, or 
the merits of some newly invented kitchen 
gadget, or the wisdom of taking out an 
additional insurance policy. Perhaps it 
is necessary to sell the other fellow, but 
not us, as Mr. Young so aptly put it. 
Despite millions of specific examples of 
its fallacy, we still are inclined to the 
notion that if someone builds a better 
mousetrap, the world will make a beaten 
path to his door. 


The Need for Selling 

Yet the simple fact is that, almost liter- 
ally, nothing has been “bought” in this 
way. No religion, no system of govern- 
ment, no important service or commodity 
beyond the barest necessities needed to 
maintain life for the moment, has ever 
been “bought.” In every instance it has 
been “sold,” first by being exposed to its 
market, and then by using the art of 
persuasion on that market. Making a 


The Creative Man Likes Witty Heads 


Employe Press Comes of Age 


better mousetrap is not enough; bringing 
it to market is not enough; someone must 
explain that it is a better mousetrap, and 
why it is better. Someone must be enthu- 
siastic about its merits and its advantages 
—enthusiastic and zealous enough to 
“sell” people on its merits, and to over- 
come human inertia and unwillingness 
to change. 


es It is the salesman—and advertising— 
that performs this function of the special 
pleader, bringing us not a stolid, impartial 
cataloging of good points and bad, but a 
rose-colored vision of loveliness; not an 
impassive uncovering of the wares, but 
an insistence that we cannot get along 
without them. Advertising wants to sell 
us something, and we know it. Therefore 
we instinctively feel that we must be on 
our guard; we must keep our hands reso- 
lutely in our pockets; we must watch for 
sharp practices; we must be prepared to 
resist the pressure. And because this at- 
titude exists, unconscious though it may 
be, advertising must be doubly careful 
to be above suspicion, to be truthful, 
honest, and believable. Otherwise con- 
fidence, without which there can be no 
selling, vanishes like the morning mist 
before the sun. 


Assessment of Responsibilities 

So we come to the ultimate, and most 
important, question: Who is responsible 
for keeping advertising clean and decent 
and within the canons of social responsi- 
bility and good taste; and how can it be 
done? 

The makers and the users of advertising 
have long recognized the importance of 


Taste V.—Day-By-Day Cumutative Returns or Nine Mau Suavers 
(100 Per Cent= Total Number of Questionnaires Received in Four Weeks) 


No. Days z 2 3 4 5 6 7 & 9 
After April May Jan. Nov. Dee. Sept. April Dee. Noo. 
Mailing 1946 1947 1949 1944 1944 1948 1948 1946 1947 
1 = a im re ~_ -_ - a om 
2 _ _ 1.5 1.7 ° 1.2 1.6 0.6 1.0 
3 °.8 2.2 7.8 na ° 7.8 $.1 3.8 6.5 
4 7-4 6.9 17.9 , 8.4 . 15.2 15.8 _ 
5 ad 25.0 ad 32.1 21.1 ° ° ° ad 
6 ° 46.6 “ 43-7 32.7 4t.9 ” . 48.7 
7 49.2 58.7 60.1 56.9 $4.9 49.2 46.3 58.2 55.6 
8 57.6 = 69.4 69.0 69.7 $7.1 $2.0 64.1 63.3 
9 71.2 > 77.8 77°$ = 64.6 58.4 71.5 69.5 
10 80.9 73-4 83.5 r ” 71.7 66.0 76.0 73-4 
" 85.8 79-4 87.8 . 84.1 ” 74-4 79-5 2 
12 ° 84.4 ° 91.6 87.2 ® e ad ° 
13 ° 87.8 ° 92.5 89.8 84.8 ad ® 88.3 
14 92.2 ° 94.2 93-8 92.9 87.2 87.8 85.6 90.6 
1s 93.8 . 95.1 95.8 95-4 88.6 9.0 86.9 93.6 
16 95.0 94-7 96.8 4 . 91.5 91.8 - 97-3 
17 96.2 95.2 97.0 bd 93-2 93.6 p.t 97-9 
18 96.8 96.3 97-7 ~s > ° 95-3 P-$ rs 
19 . 97-1 . 97.8 99.1 . . . . 
20 ° 97.8 <3 98.3 99-3 %.4 a ° 98.8 
2 97-9 ed 98.6 98.4 99-7 96.8 97-4 93.8 99.1 
22 98.4 “ 99.0 99-3 9.8 97-4 97-7 94.6 9-4 
23 98.9 99.1 99-2 99.8 99-9 97-9 98.3 - 9.7 
24 99-4 99.2 99-4 ° a 98.6 98.9 9.9 100.0 
25 99-5 99-3 99-5 7 - - 99-3 97-2 ” 
24 . 9-5 . i 100 ° . . . . 
27 ° 100.90 99-9 - 99-7 a ° 
28 100.0 > 100.0 100.0 _ 100.0 100.0 100.0 
Total 
Returns 2783 1417 475° 1435 1513 1948 3334 2222 673 
Per cent 
Returns 70 7 81 72 76 65 67 ™% 67 
* Weekend 
** Holiday. 


FOUR-WEEK RECORD—This table, showing day-by-day cumulative returns of nine mail 
surveys, is reproduced from “Making Mail Surveys More Reliable,” an article by 
R. A. Robinson, of Crowell-Collier Publishing Co., and Philip Agisim, of Cowles Mag- 
azines, in the April issue of The Journal of Marketing. 


Is Good Taste Fading? 


Don't Give the Wrong Idea 


both (1) keeping advertising clean and 
decent, including the avoidance of of- 
fenses against good taste, and (2) elimi- 
nating the untruthful, the misleading, and 
the deceptive. On the latter score, they 
have had considerable success. 

The “truth in advertising” movement, 
under which local advertising clubs or- 
ganized vigilante committees to police 
advertising in their areas, goes back to 
1911. It was this movement which ulti- 
mately resulted in the establishment of 
the Better Business Bureaus now actively 
functioning in most of the nation’s impor- 
tant cities. With the active backing and 
support of advertising and business 
groups, these organizations do an effective 
job of self-regulation of advertising, 
working in close harmony with local ad- 
vertising media. Primarily, they attempt 
to resolve infractions of ethical advertis- 
ing concepts by voluntary means, but t 
are prepared to take legal steps if n 
sary. 


s Advertising interests are also res 
sible, in large measure, for the pass 
by most of the state legislatures of la 
which specifically prohibit false or m 
leading advertising. And, in the natio 
sphere, there are such watchdogs as 
Pure Food and Drug Administration, 
Federal Trade Commission, and the vai 
ous groups which maintain a careful 
exact scrutiny on alcoholic beverage 
vertising. 

In addition, the Federal Communi 
tions Commission, through its licens 
power on radio and television staji 
exercises an indirect but neverthel 
potent influence over program content, 
cluding advertising content, on the a 
waves. True, it is specifically prohibi 
from censoring air material, but 
quality and character of commercial a 
other programing constitute one of 
criteria by which it determines whether 
an individual station is operating “in the 
public interest, convenience, and neces- 
sity.” 

Not satisfied with these numerous safe- 
guards, advertising media and many 
other advertising organizations have gone 
far in providing self-regulation of their 
own, not only to eliminate fraud and de- 
ception, but to meet standards of taste 
which are, or seem to be, important. . . 


a In addition, the American Assn. of 
Advertising Agencies has set up a com- 
mittee (mentioned earlier), to which 
members are invited to submit criticisms 
of advertising that they believe is harm- 
ful to all advertising; and in cases where 
complaints are entered, these form the 
basis for informal requests to advertising 
agencies involved to change or eliminate 
the criticized material. Other groups, such 
as the Associated Business Publications, 
Periodical Publishers Assn., Toilet Goods 
Assn., and numerous other publishing and 
trade associations, have promulgated 
codes of ethics which include advertising 
codes. 

All of these activities, except for those 
of the governmental agencies involved, 
are of course voluntary. They have no 
force of law behind them, but they have 
nevertheless been extremely effective in 
steadily reducing the volume and extent 
of untruthful and deceptive advertising, 
and in raising the general tone and stand- 
ard of all advertising in this country. It 
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takes only a casual reading of the adver- 
tisements in most other countries in the 
world to bring the realization that Ameri- 
can advertising is not only technically 
superior and vastly more pervasive than 
that of other countries, but also far more 
straightforward and truthful. 

This is not to say that there is no un- 
truthful or misleading or deceptive ad- 
vertising in the U. S. There are crooks 
and scoundrels everywhere, and such 
a potent selling force as advertising is 
bound to attract its share. But the na- 
‘tional, state, and local laws on the subject 
are generally good, even if not per- 
fect, and the industry’s own high stand- 
ards of self-regulation (induced of course 
by a recognition of its own self-interest) 
work well, on the whole, to weed out or 
at least restrict the obviously untruthful 
or harmfully deceptive advertising. 


The Problem of Bad Taste 

It is in the area of bad taste—and just 
plain poor taste—where the least effective 
job has been done, and where the greatest 
amount of work still remains to be done. 
And this is understandable since good 
taste is intangible and fugitive, not sub- 
ject to exact definition or interpretation. 

Good taste or bad is largely a matter 
of the time, the place, and the individual 
It is possible to draw up a specific list of 
and “don't'’s” with relation to good 
and to adhere rigidly to them, as 
the motion picture industry has done 
under its “czar” setup. But even then the 
uitimate decision as to what is good taste 


“do's” 


Plaste 


taste is a matter of individual 


and not of statutes or pro- 


wv bad 

udgment 

jouncements. 

As a result of the television manufac- 
urers’ advertising [of last November], 


the National Better Business Bureau early 
his year proposed five new “command- 
nents” for advertising, and incidentally 
— the TV campaign as “more 
offensive to more persons than any pre- 
published advertising known to 
The proposed command- 


viously 
the bureau.” 
ments are 


:. 1. Advertising should not be used to 
dunde rmine the child-parent relationship. 
' 2. Advertising should not be used to 
coerce parents into buying, falsely im- 
Diving that failure to buy constitutes neg- 
fect of family responsibility and duty and 
scontributes to maladjustments. 

3. Advertising should not make use of 
inaccurate assumptions regarding psycho- 
logical problems to instill guilt and inade- 
quacy in the mind of readers 

4. Advertising should not make use of 
themes tending to subvert the stability 
and unity of American family life by sow- 
ing seeds of dissension, disunity, or dis- 
trust 

5. Advertising should 
responsibly as a law unto itself in disre- 
gard of the public interest. 


not be used ir- 


Difficulty of Detining Terms 
* @ These are “commandments” which will 
win the applause of all fair-minded peo- 
ple. Yet in themselves they demonstrate 
the difficulty of the problem. The tele- 
vision campaign, presumably, offended by 
undermining the child-parent relation- 
ship. But what of the advertiser who tells 
children they will be cock-of-the-local- 
walk if they have a Hopalong Cassidy 
cowboy outfit? Does this also undermine 
the child-parent relationship, even though 
it uses the same basic strategy of trying 
to sell the parent through the child's in- 
sistence on the purchase? 
How aboitt the insurance advertisement 
that shows what happens to the family 
whose now deceased head did not have 
enough insurance”? Possibly his failure to 
buy constituted “neglect of family re- 
sponsibility and duty,” but does the copy 
imply this falsely—or accurately” 
The famous headline of vesteryear an- 
nounced: “Again she ordered chicken 
salad!” Did it thereby “make use of in- 


accurate assumptions regarding psycho- 
logical problems to instill guilt and in- 
adequacy in the mind of readers,” or was 
it correct in its assumption that lack of 
familiarity with upper-crust menus in- 
duced a feeling of inadequacy? 


@ The language and the dialog that are 
acceptable on the legitimate stage are 
often (one might almost say always) un- 
acceptable in motion pictures or on the 
air; the joke that gets a hearty laugh at 
the men's poker club might bring the 
teller social ostracism elsewhere; and the 
high school corridor conversation of today 
might have earned the participants a long- 
term scholarship in the local reform 
school 25 years ago. 


Responsibility of the Advertiser 

But in considering the first half of 
our final question—Who is responsible? 

we must recognize that there is a limit 
to what the agency and the media can do. 

Clearly, the focus is on the advertiser. 
His is the key responsibility in keeping 
advertising clean and decent, and within 
the canons of social responsibility and 
good taste. He alone has complete and 
absolute control over his own advertising. 
It is he, and he alone, who can make cer- 
tain that no advertising which carries his 
signature violates the standards of de- 
cency and good taste, or the general 
regard for the public welfare. It is his 
name—and only his—which is signed to 
the advertising. It is his money which 
pays for it; and it is his cash register 
which rings when it is effective, or fails 
to ring when it is defective. Most impor- 
tant of all, it is the advertiser's dollars 
which are rendered less effective and less 
efficient when some other advertiser vio- 
lates the precepts of good taste and there- 
by destroys or dissipates belief in, and 
reliance upon, all advertising. 


@ Business has a right to expect guidance 
and support in keeping advertising in 
good taste from advertising agencies and 
from advertising media, but business 
management cannot shift the entire bur- 
den of responsibility to these groups. If 
business expects advertising to serve it 
well and faithfully, it must not fail to 
recognize its responsibilities to advertising 
as a useful tool of management. It must 
do its share to keep the tool sharp and 
clean—untainted by public distrust. 

In the retail field, reputable business 
has gone a long way to meet its responsi- 
bilities to advertising, primarily through 
the local Better Business Bureaus, as we 
have seen. Local merchants are the heart 
and soul of these self-policing organiza- 
tions, because they have recognized that 
false, misleading, and fraudulent adver- 
tising—no matter who signs it—inevitably 
lowers the effectiveness of good, honest 
advertising. But in national advertising 
it is surprising but true that media have 
taken the lead in recognizing their re- 
sponsibility to advertising as well as to 
individual advertisers, while advertising 
agencies have followed along, and adver- 
tisers have lagged far behind. Individually 
and collectively, they have been quick to 
denounce advertising which seems to af- 
fect them directly, but much too slow to 
denounce bad advertising which does not 
seem to have an immediate and direct 
effect upon their own businesses. 


s In this connection, it is significant that 
the only official objections by business 
groups to the television manufacturers’ 
advertising were voiced by the Toy Guid- 
ance Council (representing 300 manufac- 
turers, 15 wholesalers, and 1,200 retailers) 
and by the Bicycle Institute of America 
(representing manufacturers of bicycles). 
The objections were not based on the harm 
which the television copy was doing, or 
might do, to advertising and to public 
sensibilities, but on the assertion that “a 
recent survey” of what thousands of 
children wanted for Christmas showed 
that “more of them wanted television sets 
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ing” and “sensational.” 


The Creative Wan Corner 


The Corner from time to time has dealt with so-called “clever” headlines 
—and never too kindly. Advertisements, in The Corner’s opinion, are pub- 
lished to give information, not physical evidence of a writer's literary skill. 

Never for a moment has the occupant of this small space felt that his opin- 
ions wielded a wide and far-reaching influence on advertising. Recently, how- 
ever, with headlines reaching ever higher and higher degrees of dullness, The 
Corner felt that maybe he ought to say something in defense of headlines 
written with a certain amount of sparkle and wit. 


What caused The Corner to sit down immediately to his task was his com- 
ing upon a New Depariure ad with a headline beautifully illustrating the point 
that wit in a headline is not out of place if it sums up the story—or makes an 
incisive and memorable statement about the product. This head!ine—Built to 
be Forgotten—does this admirably. So does the Hamilton clothes dryer head- 
line—Don't be a Pin-Up Girl. The others in The Corner’s collection do not, in 
his opinion, come up to these two—but at least their cleverness points up the 
information they contain rather than hides it or neglects it altogether. Oddly 
enough, all but one of these ads appeared in a single issue of Business Week— 
and only one of them concerns a consumer product. Most of the consumer boys 
at the moment seem to be busy walizing around those old stand-bys, “amaz- 


than any other gift. More even than bicy- 
cles, electric trains or dolls.” Reporting the 
protest, ADVERTISING AGE said that “spe- 
cifically, the Toy Guidance Council took 
issue with mention of bicycles, trains and 
dolls—[it! requested that the agency 
either delete mention of these specific 
items or else change the commercials en- 
tirely.” 

No responsible management executive, 
as far as the writer knows, went on record 
as protesting the television manufacturers’ 
advertising because it was a violation of 
good taste and a disservice to all adver- 
tising. Many of them, it can be safely 
assumed, were convinced that it was bad; 
but the drug manufacturer, or the food 
advertiser, or the building materials man 
whose advertising appeared in the same 
newspapers, or on the same radio stations 
with the television manufacturer, felt that 
it was no proper business of his to state 
his reactions to someone else’s “noncom- 
petitive” advertising. 


The Core of the Problem 

Yet here is the hard core of what to do 
about the elimination of advertising which 
bad taste—the second half of our 
final question. 

The Advertising Federation of America 
and other advertising organizations like 
to point out that only a small fraction 
of advertising violates the precepts of 
good taste, or is misleading or untruthful. 
Currently, they say that “less than 5%” 
of all advertising is objectionable from 
any standpoint, and the figure is high, 
if anything. But the very smallness of the 
figure indicates the need for policing—for 
policing by advertisers not only of their 
own advertising but of all other advertis- 
ing, no matter how remote from their own 
field that advertising may be 

It is definitely not enough, as Fairfax 
Cone pointed out, for one to eschew the 
use of advertising which is in bad taste 
on one’s own account. This is important 
and a tremendous step in the right direc- 


is in 


tion; but as long as a single advertiser 
refuses to observe the generally accepted 
rules, all advertising will suffer for the 
sins of the few. We must indeed “holler 
bloody murder” when good taste is abused 
by someone else because “when we ignore 
infractions we, in effect, condone them.” 

This is an unpleasant prospect for most 
business men. The American concept of 
“minding your own business” has taken 
deep root; we do not like to interfere un- 
less we are directly and quite obviously 
involved. This is a spendid trait, but like 
all good things it can be carried too far: 
and in advertising, as in politics and in 
morals, there is good ground for the belief 
that it has already been carried too far 
There is sound basis for the suspicion that 
live-and-let-live is not a completely satis- 
factory answer to the Biblical remon- 
strance that we are our brothers’ keepers. 


Advertising—The Voice of Business 

It is important to bear in mind, also, 
that the problem of keeping advertising 
free of abuses and of preventing its social 
and ethical misuse goes far beyond the 
matter of maintaining the efficiency and 
the effectiveness of advertising as a use- 
ful tool of business and of society. The 
future of business itself is largely at stake. 

The network advertiser who pours his 
message into the ears of 10,000,000 listen- 
ers this evening, the magazine and news- 
paper advertiser who demonstrates his 
wares to millions of readers tomorrow, 
is doing more than merely trying to sell 
his goods. He is delivering a public rela- 
tions message, good or bad, to millions 
of his fellow citizens, on behalf of his 
business and every other American busi- 
ness. 

Advertising is the “voice of business” 
in far more than a rhetorical sense. The 


factory is known to a relative handful 
of workers, and even the products may 
reach only a fraction of the people, but 
advertising reaches all of them, regularly 
and insistently. Whether it will or no, 
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it conditions their minds in favor of or 
in oposition to business and its practices. 
Largely and in many cases almost entire- 
ly through advertising, business needs 
and desires and actions—on all fronts— 
are translated into reactions, prejudices, 
and opinions in the public mind. Excesses 
in advertising, with resultant public dis- 
taste, can be demonstrated to lead not 
only toward curbs on advertising but 
curbs on business itself. It is not true that 
if we “save advertising, we save all,” but 
it séems reasonable to assume that if we 
do not save advertising, we might lose 
all. 


@ Ralph Yambert, the president of a 
relatively small advertising agency in Los 
Angeles, summed up the problem as suc- 
cinctly as anyone in a speech to an 
advertising group early this year: 

“An advertiser and his agency, whether 
they like it or not, are charged with a 


Tips for the Production Man... 


Split-Fountain May 


By KennetTH B. BUTLER 
This morning I have been looking over 
several recent two-color catalogs. All of 
them are well-designed—good layouts, 
nice typography, well illustrated. Two of 
them use red as the second color, one uses 


dreadful responsibility—that of building 
confidence in our American way of living, 
not only abroad but right here in our 
own country. Advertising is a great Amer- 
ican phenomenon of our times. The ad- 
vertiser who avoids his responsibility in 
turning this force to the public good is, 
at the very least, un-American. He is 
short-changing himself, too, because the 
public’s belief in him and his producis 
will inevitably vanish.” 

He suggested a “four-way test” for ad- 
vertisers and their agencies: 

“Is it the truth? 

“It is fair to all concerned? 

“Will it build goodwill 
friendships? 

“Will it be beneficial to all concerned?” 

Safeguards like these, Mr Yambert said, 
“will bring advertising from the never- 
never land of half reality that makes the 
American public read all ads with a cyni- 
cal eye.” 


and better 


Provide Extra Colors 


which cost considerable extra money, as 
a set of rollers could set you back $50 to 
$150, depending on press size. Now, with 
the Dayco separator, which is an ingen- 
ious razor-blade scraper device, a printer 
only has to split his fountain for the var- 
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, PRINTED SHEET 


EXTRA COLORS BY SPLITTING—This diagram shows how color separators in the ink fountain, 
or split rollers, often enable one to get more than one color in a single color form. 
The diagram of the printed sheet shows how a 16-page form, with reasonable arrange- 
ment so that the colors do not come too close together, might easily carry blue, yellow 


and red in one color run. 


blue, and a fourth uses yellow. 

In none of them is the color used to 
picture the product; nor is the color used 
a color identified with the product in a 
trademark sense, such as Caterpillar con- 
centrates on yellow. 

This led me to wonder whether adver- 
tisers really know about the possibilities 
of gaining variation in colors through the 
use of split-fountain. Surely catalogs and 
much other printing can profit through a 
change of pace in the use of color. Busi- 
ness paper publishers use split-fountain 
freely. It is an everyday device with them 
It enables them on one simple two-color 
form to carry some pages in red, some in 
yellow, some in blue—or other colors 


e In order to encourage the use of split- 
fountain I will explain the technicalities 
involved. 

Formerly the rollers had to be split, 


ious colors desired, cut down on roller vi- 
bration, and adjust the Dayco separators 
in place. 


@ About two inches of unprinted space 
between rows of pages at the division be- 
tween colors is about all a printer requires 
to keep the colors from blending together 
The normal page margins will come close 
to providing this. If bleeds are used, the 
pages will have to be designed to keep 
color an inch away from the fold on each 
side of a split. All pages in a row on the 
press sheet will bear the same color. Pro- 
cure an imposition sheet from your 
printer to see how the pages fall. 

It is not everywhere possible to have 
consecutive pages in the same color when 
split-fountain is used, but the opportunity 
to use more than one extra color without 
appreciable extra cost should not be over- 
looked. 
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Employe Press Comes of Age 


By Rosert NEWCOMB AND MArG SAMMONS 


@ RECENTLY the International Council 
of Industrial Editors, which represents the 
employe and external publications of some 
2,500 organizations in the United States 
and Canada, assembled in Chicago for its 
tenth conference (AA, April 23). Some 
500 companies, in 32 states, parted with 
the cash to send their editorial emissaries 
to the meeting, the largest gathering of the 
editors of company publications ever held. 

Statistically, to delegates long since ac- 
customed to convention mob scenes, a 
turnout of 500 people is an incident. To 
the hard-pressed and largely unrecognized 
sons and daughters of industrial journal- 
ism, it was an epoch. Only a few months 


before, another editorial group—the 
American Assn. of Industrial Editors— 
held a conclave in Philadelphia; that 


meeting also attracted the largest attend- 
ance in the association's history. 


@ In the field of printed communication 
with employes the employe publication— 
not the “house organ,” if you please—is 
management's greatest single tool. Al- 
though it still has far to go, it has come 
a long way. If it were not an important 
device of communication, there would be 
fewer doctors interested in the patient. 
Those in the field of mass communica- 
tion should remember that this specialized 
industrial press appears to be one of the 
largest single influences in the whole or- 
bit of modern journalism. Its total com- 
bined circulation is somewhere between 
one-third and one-half of the population 
of North America. It surpasses in size the 
audience of the Kefauver committee, and 
overshadows a’! those who turned out to 


Salesense In Advertising ... 


The Fading Away of Good Taste in Advertisir 


By James D. Woo.r 


Webster's New International Diction- 
ary ascribes a number of meanings to the 
noun taste. The definition with which we 
are concerned here is this: “The power 
of discerning and appreciating fitness, 
beauty, order, congru- 
ity, proportion, sym- 
metry, or whatever 
constitutes excellence.” 

The dictionary tells 
us further: “Anything 
that is aesthetically or 
morally offensive is 
not in accordance with 
good taste.” 

Modern advertising, 
appraised in the light 
of this definition, is often in execrable 
taste. 

Much of it is guilty of vulgarity, of bad 
manners, of disagreeably effusive senti- 
mentality, of mendacity, of cynicism, of 
ugliness, of general all-around shabbi- 
ness. It is morally offensive in countless 
ways. Some of it, such as the tawdry 
Hadacol medicine show, is an affront to 
the dignity of man. 

There is, of course, a great deal of ad- 
vertising that on the score of good taste 
is wholly admirable. Many critics are 
fond of assuring us that most advertising 
belongs in this admirable category. It is 
only on rare occasions, they say, that we 
find a rotten apple in the barrel. I do not 
believe that this is so. I believe it is pos- 
sible that we are witnessing today a rapid 
fading away of good taste in advertising. 


Jim Woolf 


@ It is significant that a considerable 


number of advertising men and adver- 


see General MacArihur. This is the voice 
of American industrial management. If 
the voice gets off key occasionally, the 
fault is more likely to be with the teacher 
than with the pupil. 

There is no denying the size of the 
institution itself. He's getting to be a very 
big boy, this management press. In some 
respects he’s the biggest pitcher on the 
management team. All he needs is a little 
more mastery over the ball and some en- 
couragement from the bench. 


e@ There is continuing evidence that man- 
agment is beginning to think highly 
enough of the editor's job as a communi- 
cator to move him into an office by him- 
self. Here the editor, as head of a depart- 
ment or division of communications, 
would have an evenly divided affiliation 
with industrial relations, public relations 
and perhaps advertising, but he would 
have a direct, personal link with an ex- 
ecutive at the policy-mal:ing level. He 
would report, not through subordinate de+ 
partments, but directly to the floor with 
the thick carpets. 

If these seeds take root, if the job of 
communications begins to be set up as an 
independent functicn, then all devi 
of communication—employe publicatic 
employe reports, manuals, bulletin boa 
etc.—would logically be placed within 
jurisdiction of the communications 
partment or division. In most compa 
that would mean a major re-shuffling 
responsibilities. 

It is the ever-so-faint signal of 
importance some companies have c« 
menced to attach to comunications 
developments will be interesting to wa 


tisers believe that bad taste contribu 
to the effectiveness of advertising. T 
have convinced themselves that peo 
respond to vulgarity and general bedlam 
They believe that people are attracted by 
coarseness, grotesquerie, cacophony, bur- 
lesque. They believe in bad art. They be- 
lieve, in short, that bad taste is a neces- 
sary ingredient in the recipe for adver- 
tising success 

I contend that this philosophy is as 
false as jt is harmful. I maintain that ad- 
vertising can stay religiously within the 
limits of faultless taste—and still be high- 
ly profitable. I hold to this view because 
I have seen it proved, within my own ex- 
perience, many times over the years. Be- 
cause I am best qualified to talk about 
what I saw with my own eyes I shall con- 
fine my further remarks to personal ex- 
perience. 

For more than a quarter of a century 
I was attached to the Chicago office of 
J. Walter Thompson Co. The Chicago op- 
cration is and always has been—as every- 
body in advertising knows—spectacularly 
successful. In the earlier years this of- 
fice, which supervises JWT’s western 
activities, was co-managed by James W 
Young and Henry T. Stanton. During the 
last couple of decades Henry Stanton has 
run the show alone 

I am completely convinced that the un- 
usual success of the Chicago operation is 
due in large part to the fact that both 
Young and Stanton possess in extraordi- 
nary degree “the power of discerning and 
appreciating fitness, beauty, order, con- 
gruity, proportion, symmetry, or what- 
ever constitutes excellence.” 

After Jim left to teach at the Univer- 
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PENETRATION OF DRUG PRODUCTS IN FOOD STORES 


NUMBER OF DRUG COMMODITIES STOCKED REGARDLESS OF GRANDS 


ALL STORES CHAINS INDEP. -¢ COUNTRY 
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5 YEAR DISTRIBUTION GROWTH OF DRUG PRODUCTS IN FOOD STORES 


PERCENT OF FOOD STORES STOCKING 


1946 al 

BLADES « RAZORS 79 % e2% 
HEADACHE REMEDIES 75 80 
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morally offensive. Senator William J. 
Fulbright believes there is a growing need 
for a clarification, a restatement, of the 
moral standards of government. There is 
probably a growing need, too, for a re- 
Statement of what constitutes good taste 
and moral righteousness in advertising. 


Eye and Ear Department... 


DRUG PRODUCTS GAIN IN FAVOR—These charts, from the annual “report” on food store 
volume and trends provided for its clients by A. C. Nielsen & Co., give a graphic 


icture of the manner in which food stores have been broadening their lines by adding 
drug store products to their stock. The two charts cover a five-year period, from 1946 


0 1950 inclusive. 


isity of Chicago, Henry and I collaborated 
‘on more campaigns than I can remember. 
My most vivid recollection of him is his 
iebhorrence of anything that was even 
@aintly suspect of being in bad taste. He 
insisted that printed advertising should 
tbe clean and simple in appearance. Woe 
to the art director who, in an abandoned 
moment, embellished his !ayouts with 
fleurs-de-lis, festoons, garlands and 
spangles. “What,” Henry would ask, “are 
those ornamental gimcracks behind the 
package? Take them out; they’re buck- 
eye.” 

From the very beginning Stanton saw 
more bad than good in the Starch reader- 
ship reports. I believe he felt, as I did, 
that they encouraged bad taste in adver- 
tising. In self-defense we subscribed to 
the reports and mistakenly permitted 
them to circulate among the creative 
groups. There is no doubt at all that it 
is possible to increase “seen ratings” by 
incorporating a variety of incongruities 
into advertisements, and there was a real 
danger of fantastically high ratings weak- 
ening our creative people’s “power of 
discerning and appreciating fitness.” 

Working under a directive from Henry, 
I teamed up with the late Dr. Willard L 
Valentine, then a top psychologist at 
Northwestern University, in making a 
thorough appraisal of both the validity 
and usefulness of the Starch readership 
studies. What we discovered was com- 
mented on most ably by Harold H 
Webber, Foote, Cone & Belding v.p., at 
the Four A’s meeting at White Sulphur 
Springs on April 19. In the interest of 
good taste, if for no other reason, I think 
the advertising industry owes Henry 
Stanton a debt of thanks for being the 
first agency executive to initiate a 
thorough and professionally competent 


investigation of the Starch readership sur- 
veys. 


@ Above everything else, I believe, the 
fine success of the Chicago operation re- 
sides in the fact that it has seldom been 
guilty of “anything that is aesthetically 
or morally offensive.” Consult the record. 
Look back over the years and examine 
the advertising of such outstanding ad- 
vertisers as Swift & Co., Libby, McNeill 
& Libby, Kraft Foods Co., Elgin Watch 
Co., Parker Pen Co., Seven-Up, Weco Co., 
Northern Trust Co., Bowman Dairy Co., 
Borg-Warner Corp.—to name only a few 
at random. On the score of good taste 
and high morality I am sure that the ad- 
vertising of these companies has rarely 
given offense. 

As an advertising philosophy, does good 
taste and high morality pay dividends? 
Or is there any salesense in the notion 
that bad taste and unseemly clamor con- 
tribute to the effectiveness of adver- 
tising? You'll find the answer in the 
achievements of the advertisers I have 
just named. Nearly all of these companies 
can boast of products that are the ac- 
knowledged sales leaders or near-leaders 
in their field—Swift’s Premium ham, 
Swift’s Premium bacon, Swift's fresh 
meats, Vigoro, Libby’s tomato juice and 
other Libby products, the Parker “51” 
pen, the Dr. West toothbrush, Kraft 
cheeses, Kraft Miracle Whip salad dress- 
ing and 7-Up. 


eI shall not attempt in this piece to 
name the offenders, but the list is long 
It is so long, in fact, that I believe it is 
quite possible we are witnessing the fad- 
ing away of good taste in advertising 
Certainly we appear to +~ more tolerant 
of many things in advertising that are 
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I hope I will be pardoned for dwelling 
at such length on my Alma Mater. I do 
so, as I have explained, because I feel 
that an account of what I have expe- 
rienced as a participant in various notable 
advertising successes should carry more 
weight than discussing hypothetical cases. 


Don't Give the Wrong Idea 


Saturday nights over NBC, Raleigh cig- 
arets sponsors “People are Funny,” with 
Art Linkletter and, of course, people— 
who are more than funny; they’re pecu- 
liar. 

No more peculiar 
than Raleigh, however, 
whose commercials 
damn the very means 
they are employing to 
bring themselves to the 
attention of the public. 
“How can Raleigh give 
all these wonderful 
premiums?,” the an- 
nouncer asks—and im- 
mediately explains that 
Raleigh is able to do it because the money 
it might spend on advertising it puts in- 
stead in tobacco and premiums. Nobody 
explains who pays for the radio time or 
underwrites Linkletter. Presumably the 
network—or how else could Raleigh do it? 

This particular approach is not peculiar 
—if that word may be used again—to Ra- 
leigh. It crops up every now and then. It 
plays, obviously, on a belief the Four A’s 
and the ANA and the AFA work constant- 
ly to batter down—that advertising in- 


Art Linkletter 


creases the cost of the products people 
buy. The public seldom stops to think, 
when it reads or hears such a statement, 
that the company making it, if it really 
believed what it was saying, would ab- 
stain from all advertising—and certainly 
not sponsor a radio program to make its 
position known. It would simply dis- 
tribute its product—and trust to quality 
and word-of-mouth recommendation to 
stimulate sales. 

The Eye and Ear Department is, from 
time to time, critical of various radio and 
TV programs, on the ground either that 
they do not do enough credit to adver- 
tising or that they fall short in sales pow- 
er. These criticisms are intended to be 
constructive. This criticism, too, is in- 
tended to be constructive—and the Eye 
and Ear Department hopes that both the 
sponsor and the sponsor’s agency will 
awaken to the fact that the approach they 
are employing on this particular program 
is not constructive, that it is in fact dele- 
terious in its effect, and that they will 
jointly consider a cease and desist on this 
practice of biting the hand that feeds 
them at the same time they gobble up all 
the hand offers them. 


Wage Earners ‘Doing All Right’ 


The typical wage earner family is bet- 
ter off now than last spring, according to 
an analysis of the current spending pat- 
tern compared with that of the period be- 
fore the Korean War. 

The table reproduced here, taken from 
Macfadden Publications’ Marketing 
Memos of April 2, shows a typical spend- 
ing pattern for a wage earner family of 
four: the principal wage earner, his wife 
and two minor children. The pattern, the 
report points out, is “consistent with the 
wage earner’s income and the family’s 
social standing.” 


SPENDING PATTERNS FOR 
WAGE EARNERS 


Pre-Korea Current 

Income $ 4080 $ 4663 

Income taxes ........ $ 215 $ 358 
- 


ED a eee 1130 1185 
SE iced cel ea be 600 620 
Shelter (including fuel 

and electricity) ...... 520 540 
Ee 150 150 
Medical, Dental, etc. .... 110 115 
Transportation ......... 300 325 

Total Expenses $ 3225 $ 3302 

ED ov wcnedjesasaen 10 12 
Contributions .............. 80 86 
Dues and Assessments .... 35 35 
Personal Care .......... 715 82 
AVAILABLE for purchase of 
durable goods, recreation, 
savings, etc. _.. ... $ O55 $ 1361 


This amount available for products and 
services not in the over-all pattern is cur- 
rently nearly 30% of the wage earner 
family income. Pre-Korea, 21% of income 
was available in such manner. 


Requiem 


Old copywriters never die, 


They only fade away 


No matter how fine their last headline, 


They only fade away 


So sing no song, say no prayer, 
Don’t waste a tear, have no care, 


They only fade away. 


Old copywriters never live, 
They just survive the day 
No matter how great, as sure as fate, 


They only fade away 


So save the praise, forget the flowers, 
Don’t mourn for a writer’s twilit hours, 


They only fade away. 


Old copywriters never retire, 

But at last there comes a day, 

No matter how pliant their way with a client, 
They’re asked to fade away! 


So skip the bonus, tear up the scroll, 
Don’t put their names on the Honor Roll, 


They only fade away. 


Howarp Conng.t, The Biow Co., New York. 
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Building Materials Clinic Hears Need for 
More Informative Trade Publication Ads 


Cuicaco, May 29—Building 
materials manufacturers must put 
more information in their trade 
publication advertising if they 
want to attract the attention of 
local contractors, lumber dealers 
and the like. Ads using an emo- 
tional approach just don’t work 
when directed to dealers. 

These and other opinions on the 
manufacturer-jobber-retailer re- 
lationship were voiced at a build-)| 
ing industry sales and advertising 
clinic sponsored by Building Sup- 
ply News and Practical Builder at 
the Bismarck Hotel here yester- 
day. 

The problems confronting sales- 
men calling on local dealers were 
outlined by Robert J. Connor, 
general manager of C. C. Collins 
Son, lumber and building mate- 
rials retailer in Madison, Wis. Mr. 
Connor said one of the most im- 
portant things dealers want from 
manufacturers is more and better 
information about their products. 


@ This information must come, he | 
said, from informative ads in trade | 
publications. The time a dealer | 
can allot to a salesman is not} 
enough for him to present all the | 
information, suggestions and ad- | 
vice a dealer would like to have 
concerning the product he repre- 
sents, Mr. Connor added. 

Consequently, the dealer looks 
for this service in the manufac- 
turers’ ads. These ads must teach 
the dealer, and they can’t perform 
that function by featuring fine 
art work, or shapely girls or pic- 
tures of the manufacturer's plant, 
he said. 

Dealers will get more out of a 
simple ad with lots of white space, 
he said. One detailing, through 
three-dimensional drawings, of one 
or two products, rather than many 
items in a line is better than one 
with a lot of “fine print.” 


@ As an example, Mr. Connor sug- 
gested that an insulating board 
manufacturer who makes 50 dif- 
ferent items will do better by run- 
ning separate ads, each driving 
home a particular point. Ads of 
this nature, he said, will help the 
dealer sell the manufacturer’s 
product. 

Consumer advertising, he 
pointed out, can be very useful in 
bringing inquiries to the local 
dealer. These inquiries can result 
in sales, if the product is stocked 
by the dealer, or they can prod 
the dealer into adding to his line 
the particular product asked for. 

But in answer to a question from | 
the floor, Mr. Connor said trade | 
ads, which give information and) 
aid in selling a product, are more! 
important to him than consumer | 
advertising which builds up cus- | 
tomer acceptance. 


e Buying and selling problems of 
the wholesale building materials 
dealer were presented to the clinic, 
by George E. Voorhees, former 
president of Michigan Wholesalers, 
Jackson, Mich, and past president 
of National Plywood Distributors 
Assn. and National Building Mate- 
rial Distributors Assn. 

Mr. Voorhees detailed the 
factors involved when a jobber) 
chooses a new product to handle. 
Among these factors, he said, are 
quality of the product, the manu- 
facturer’s reputation, the com- 
pany’s merchandising and distribu- 
tion plans, its advertising policies, 
etc. 

He pointed out that many manu- 
facturers’ salesmen are not 
equipped with essential informa- 
tion about their product. They 
“don’t have the answers” to the 
questions the jobber wants an- 
swered, he said. More manufactur- 
ers, Mr. Voorhees insisted, should 
consider the jobber or wholesaler 
as part of their own selling organ- 
ization. And the jobber’s salesmen | 


should be considered as part of the | 
manufacturer’s selling force. 


Steele, Twiss Promoted 

Richard C. Steele has been pro- 
moted to business manager, and 
Frank R. Twiss, formerly classified 
advertising manager, has been 
named advertising manager of the 
Telegram and Evening Gazette, 
Worcester, Mass. William J. Dixon, 


|assistant classified advertising 


manager, succeeds Mr. Twiss. Al- 
fred S. Arnold, assistant retail ad- 
vertising manager, has been ap- 
pointed assistant to Howard M. 
Booth, general manager. 


James Flett Promotes Josko 
William J. Josko, on the New 
England sales staff of James Fiett 
Organization, national scrap mar- 
keting agency with headquarters 


| in Chicago, has been promoted to 


sales mar.ager. James L. Johnson 
has been named Washington rep- 
resentative of the company. 


| Louisville CofC Names Miller 


George H. Miller, professor of 


|journalism at Butler University, 


Indianapolis, has been named di- 
rector of publications and special 
|}events of the Louisville Chamber 
of Commerce, effective June 11. 


| Mr. Miller succeeds Glenn Ramsey, 


who has been named a field repre- 
sentative of Sesac Inc., broadcast 
music licensing company. 


Four Name Lee-Stockman 
Lee-Stockman Inc., New York, 
has been appointed to handle ad- 
vertising for Real-Form Girdle 
Co., Juniorette Frocks Inc., and 
Julius Blum & Co., architectural 
products, all of New York, and 
Plastic Appliance Co., Philadel- 


| phia, oil burner equipment con- 
| cern, 


WORC Joins Yankee Network 


Effective Oct. 15, Station WORC, 
Worcester, Mass., will join the 
Yankee Network, replacing the 
network’s present Worcester affili- 
ate, Station WAAB. WORC will 
receive Yankee and Mutual Broad- 
casting System programs. 


YAN DD SV 


(DULUTH-SUPERIOR) 


WOW? 


NATIONAL REPRESENTATIVES: 
Free & Peters, Inc. 


710 KC.-5000 WATTS 
INCREASED COVERAGE 
EXCELLENT ADJACENCIES 
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in Canada 


the biggest 


advertisin g news 


m years 


The entire media picture in Canada has changed 

. and WEEKEND PICTURE MAGAZINE has 
changed it! This color gravure supplement — an 
entirely new idea in Canada — will become part of 
the week end editions of 7 of Canada’s great 


newspapers*. 


Here’s what it means: 


WEEKEND PICTURE 


MAGAZINE will start with an audience of more 
than 800,000 families, assured by the circulation 
of these seven newspapers. The bulk of it will be in 
Canada’s major urban markets where most of the 
retail sales dollars are spent. Readership will be 
at the same high level, peculiar to color gravure 
supplements of this type. And, finally, the selling 
power of COLOR. 


Facts and figures, now available, will prove that 
WEEKEND PICTURE MAGAZINE — the begin- 
ning of something new and big in Canadian media 
— can be a sales producer for you! First issue Sept. 


8th, 1951. 


Published by The Montreal Standard 


Publishing Company. 


*The London Free Press The Telegraph-Journal and Eve- 
ning Times-Globe (Saint John) 

he Times and Transcript 

(Moncton) 

The Vancouver Sun 


The Montreal Daily Star T 


The Standard 
The Telegram 


Initial Circulation in 
Canada over 800,000 


New York: 

O’Mere & Ormsbee, 

p 5 heey 

420 Lexington A 

Telephone Murrey. Hit 5 1060 


Chicago: 
The John E. Lutz Co., 
Tribune Tewer, 
ine Nerth Michigan Ave 
elephone SUperior 7-4680 
Montreal 
WEEKEND PICTURE MAGAZINE, 


Toronto: 


W. D. Taylor, Mgr, 
WEEKEND — MAGAZINE, 
147 University A 

Telephone tMpire 3 3-765) 


WEEKEND 
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three times 


“FOR HALF THE COST... 


This little story has to do with a classified advertiser 
who used the same copy in two advertising papers—- 
4” in ADVERTISING AGE, 5” in the other. Result: 
ADVERTISING AGE produced 32 sales against 18 
produced by the other paper. 

In recapitulation, the advertiser reported: “Thus, 
for about half the cost, ADVERTISING AGE pro- 
duced nearly twice the volume of business, and over 
three times the gross profit.” 

Yes, it does pay to use classified—if you use it in 
ADVERTISING AGE’s “Advertising Market Place” 
where the eager readers look for men and materials, 
ideas, services and equipment. 


the Profit!” 


Merchandising Service 
in Port Huron, Mich. 


No. 3983 

* The Times-Herald, Port Huron, 
fers a new market and media 
lider, complete with route lists 
r drug, grocery, and _ liquor 
ores—plus comments from Heinz 
d Philip Morris on the paper’s 

Berchandlsing services. 

Ho 3984. Theater Operating Mar- 

: ket 

} “The Third Dimension” is a new 

Media and market brochure of- 
red by Motion Picture Herald 
owing the extent and nature of 
ie market for replacements, op- 

ating supplies, new construction, 
modeling, air conditioning, re- 
sshment bars, etc. 

3975. 


/ “Will This Be the Biggest Maga- 
gine Tie-In Promotion of 1951?” 
asks Country Gentleman as a title 

r a brochure outlining the recent 

, C. Penney tie-in. Over 1,500 
Penney stores used 270,000 tie-in 

ces—‘As Shown in Country 
ntleman”’—to move yard goods 


Big Soft Goods Promo- 


for clothing and interior decora- 
tion. 
No. 3976. How to Produce Train- 


ing Aids for Government Use. 
Anyone who went through it the 
last time knows what a headache 
“the preparation of a training aid 


can be—involving retouching, ex- 
ploded views, break-away views, 
schematic and isometric draw- 


ings, mock-ups, charts, animated 
cartoons, etc. In a new brochure, 
“Does Your Government Contract 
Require Operational, Mainte- 
-nance Training Aids?” Kling 
Studios outlines its services in 
this field. 


or 


No. 3977. The St 
“Selecting the Right Newspaper 
Isn't as Simple as ABC,” is a new 


Louis Story 


presentation offered by the Globe- 
Democrat in which the economic 
areas of the city and trading zone | 
of St. Louis are analyzed, with! 
reference to newspaper coverage. 


No. 3978. Local Impact of the Na-| 
tional Magazine. 

In a new booklet, “It’s Life,” | 
Life offers a compact set of ed 
histories which show interestingly | 
the impact of the national maga- | 
zine on the local scene. Some 72} 
reports from nine cities are given; 
a coverage map is included. 


No. 3979. Food Brand Preferences 
in North Carolina. 

The Salisbury Post presents its 
new “1951 Brand Preference Sur- 
vey of Foods,” covering everything 
from baby food to vinegar 
Armour, Lipton, Swans Down, 
Comet, Aunt Jemima, and Quaker 
are performing according to form, 
but there are some upsets. 


No. 3980. Print Your Own. 

The Bond Equipment Co. offers 
a new folder detailing the uses 
of its low-priced Gem post card 
duplicator. Looks like a good deal 
for short emergency runs, for re- 
tail use, and when your big ma- 
chines are all tied up and you have 
to get out a fast memo to the staff. 
Outfit is offered on ten-day trial 


No. 3981. Sales in a Defense Econ- 
omy 
Heating, Piping & Air Condition- 


| 
ing offers a new folder, “To Whom | , 


Can We Sell in a Defense Econ- | 
omy”, which provides a quick | 
check-chart of purchase-control | 
factors under present conditions. 
No. 3985. Book Buyers Surveyed. | 

Atlantic Monthly offers a new} 
study, based on 3,000 respondents, 
giving amount spent on_ books, 
trend in types of books bought and 


actual titles, where bought, what} 
is sought from book reviewers, and | 
effect of television on reading. | 


Note: Inquiries for the items listed above will not be serviced beyond July 16. 


USE COUPON TO OBTAIN INFORMATION 


t 
! Readers Service Dept., ADVERTISING AGE 


! 200 E. Illinois St., Chicago 11, Il. 


| Please send me the following (insert number of each item wanted 


| please print or type) 


| 

| ane 
| COMPANY 
ADDRESS 

1 city & ZONE 


TITLE 


STATE 


| tail 


| business magazine 


MARKET PLAC 


Rates: 75¢ per line, minimum charge $3. Cash with order. Figure all cap lines 
(maximum—two) 30 letters and spaces per line; upper & lower case 40 per 
line. Add two lines for box number. Deadline Wednesday noon 12 days pre 
ceding publication date. Display classified takes card rate of $11.25 per 
column inch. Regular card discounts, size and frequency, apply on display. 


HELP WANTED 


PERSONALIZED SERVICE 
Advertising-Promotion & Sales Managers- 
Copywriters-Account Executives-Editors- 
Artists-Merchandising-Research-La yo ut- 
Radio-TV-Production and Salesmen 

THE HONES COMPANY 
14 E. Jackson Blvd Chicago 4, Ill. 
Wanted - Experienced Advertising 
Layout Artist 
Splendid opportunity with progressive 
firm. Write Box 329, Lima, Ohio 


CREATIVE ARTIST - If you have an im- 
agination and can convert it in jigtime 
to attention compelling advertising art, if 
you would like to trade Big City life for 
Country Club living, you may be the one 
we would like to invite to join the fastest 
growing ad agency in the most beautiful 
Capitol City in the U. S. Write us in de- 
(including salary expected) today 
Michener and O'Connor, Inc. Harrisburg, 
Pennsylvania 
Space Salesman 

Young man to sell space in leading ABC 
Headquarters Chicago, 
Small salary, expenses, 
Give full details first 


travel four states 
and commission 
letter 

Box 3804, ADVERTISING AGE 

200 E. Lllinois St., Chicago 11, Ill. 
ACCOUNT EXECUTIVE - Prefer a man 
with consumer goods experience. Must be 
able to do creative work as well as ser- 
vice accounts. Midwest city of 300,000 
Nice place to live. 4-A agency. Modest 
salary to start but opportunity to grow 
with agency 

Box 3815, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Lil 

FRED J. MASTERSON 
ADVERTISING & PUBLISHING 
PERSONNEL 

All types of positions for men and women 
185 N. Wabash Fr 2-0115 Chicago 


ADVERTISING 
ACCOUNT EXECUTIVE 

Wanted by well financed fully recognized 
Chicago advertising agency e ave 
house accounts for you to service and if 
you can close new business, we have a 
real proposition for you. Must be exper- 
ienced. Stock deal open later to right 
man. Write fully 

Box 3816, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill 

SPACE SALESMAN WANTED 
National construction publication wants 
salesman for Midwest territory. Some ex 
perience with industrial publications pre- 
ferable but not necessary. Excellent po- 
tential for rapid and steady growth 

Box 3818, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill 
National publishing house has opening fo: 
experienced man with food industry con 
tacts in Ohio. Opportunity unlimited i: 
you have sales executive ability. No trav 
eling outside Ohio. Good salary plus good 
incentive bonus plan. Give full particulars 
of background, education, and present em- 
ployment. All information will be held in 
strict confidence 

Box 3821, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Il. 

Sales Promotion - Advertising 

We are looking for a man capable of tak- 
ing charge of the merchandising program 
for 2 nationally-known lines of electrica 
appliances. He must have experience in 
either the electrical or hardware fields 
He must be able to plan and execute lit- 
‘rature, promotional material and dealer 
helps that sell. 
see lbs an opening with a real 
neply giving a complete experience 
sume, age, salary expectations 

Box 3822, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill 

ADVERTISING & PUBLISHING 

FOR ALL TYPE TIONS 

GEORGE WILLIAMS—PLACEMENTS 
209 S. State St HA 7-2063 Chicago 4 
POSITIONS WANTED 


Asst. Ad Mgr. offers proven record of 
effective advertising. Tech. exp. but ver- 


future 
re 


s 


satile. Plenty of energy & initiative 
Box 3814, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill 
INDUSTRIAL ADVERTISING MAN 
3 years in direct mail, publishing, and 
big agency. Now profitably employed, but 


nust move to Ilinois-Indiana area 
Box 3823, ADVERTISING AGE 
200 E. Ilinois St., Chicago 11, Il 


Sales Manager Wanted 


For Toy Division, long established 
Ohio manufacturer excellent op- 
portunity for man who likes work 
and responsibility. Preferred age, 25 
to 35, should be married, willing to 
relocate. It will help to have had ex- 
perience with variety, novelty, gro- 


cery, drug, department store, toy or | 


premium trades, any or all. Duties 
will include sales administration, 
control; sales promotion, direct mail, 
advertising, selling; product design 
and packaging; market research; 
probably 60% desk, 40% field. Salary 


open. Write promptly, giving full 
details and resume (in confidence). 
Box 7882, ADVERTISING AGE, 


200 E. Illinois St., Chicago 11, Ill. 


POSITIONS WANTED 
VERSATILE PROMOTION WOMAN 
5 yrs. publicity experience (2 yrs. radio 
copy & service; 3 yrs. dept. store ad man- 
ager). Able to handle both creative and 
detail work. Willing to work hard on 
job with a future. Midwest location. 
Box 3817, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, LiL 
ASST. A. E.—ASST. A. M.—COPY | 
4 yrs. diversified prom., prod., copy and 
layout exp. Ret. and nat. level. Fresh” 
ideas, plenty of “follow-through” savvy 
27. B.S. in Adv. Married. Vet. Draft ex- 
empt. $4500. Chicago area 
Box 3820, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 
SALES PROMOTION DIRECTOR 


Thoroughly experienced in all phases of 
sales training, advertising, and sales 
promotion. Flu@nt speaker. Successful 


background in consumer, commercial and 
ndustrial products. Excellent references. 
Age 36. Now employed, will relocate. Min- 
imum salary $10,000. Write for resume 
Box 3824, ADVERTISING AGE 
200 E. lilinois St., Chicago 11, Ll 
Top Flight Woman Writer—10 yrs. exp. 
newspaper & mag. editor, wants to relo- 
cate 
Box 3825, ADVERTISING AGE 
200 E. lilinois St., Chicago 11, Ill 
ADVERTISING EXECUTIVE 
AVAILABLE IMMEDIATELY 
Former owner-manager of successfully 
»perated radio stations. Complete exper- 
ence and knowledge of sales, production, 
personnel and public relations. 2 years 
experience as radio director of Midwest | 
idvertising agency. Age 37, free to trav- 
el or relocate. Top references. 
Box 3826, ADVERTISING 
200 E. Illino.s St., Chicago 11, 
SPACE SALESMAN 
Producer of new business—college gradu- 
ate. Known in Chicago district 
Box 3827, ADVERTISING AGE 
200 E. lilinois St., Chicago 11, Il. 
REPRESENTATIVES WANTED 
SALES REPRESENTATIVE 
For Chicago Printing Firm with Exclusive 
ay-Gle Printing Process 
Want man with graphic arts knowledge to 
sell letterpress DAY-GLO. Cheaper, fast- | 
er, more practical for large advertisers. | 
Compensation by commission only Will | 
protect and furnish leads in Metropolitan 
N.Y. Area. Other territories open State | 
all pertinent information and qualifica 
tions in first letter j 
Box 3819, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il 


TO A $15,000 
COPYWRITER WHO 
WASN'T LOOKING 
FOR ANOTHER JOB 


(...15 seconds ago) 


AGE } 
tl 


Chis just happens to be one of those oppor- 
unities you can't flip the page on without a 
loser look. It's a chance to step into a 
challenging creative job as associate copy chief 
ander the V.P. and Copy Director of one of 
the top 4-A agencies in the midwest. I know 
he agency well. I know its work. I know its 
reputation. I know several of its principals 
fou couldn't choose a better spot 

You'd work with a compact, congenial group 
hat believes in teamwork ‘(no politics) to pro- 
luce outstanding advertising You'd live in an 
mportant major city in Ohio—without com- 
nuting problems. Your salary would be $15,000 
© $17,000, depending on past earnings 

Vhat must a man bring to the job’? A number 
f years’ experience as a topflight agency copy- 
sriter. A mind that thinks unusually straight 
hat takes a fresh approach to problems. An 
ability to write with an exceptional vividness 
and warmth and understanding of people 

If you think you and the job fit, send me a 
complete resume of your education, experience 
pius samples. Your letter, phone call or inter- 
view will be considered strictly confidential 
This search and evaluation is paid for by my 


client 
JOHN ORR YOUNG 
Steinway Hall, 113 W. 57th Street 
New York 19, N.Y. 


| facturers 


Advertising Age, June 4, 1951 


REPRESENTATIVES WANTED 
REPRESENTATIVE 
Agent or organization contacting ad agen- 
cies, advertisers to serve growing demand 
for natural color photography Large 
photographic color plant offers complete 
service prints, transparencies—quantity 
runs—quality work for layouts. Substan- 
tial commission 
Box 3787, ADVERTISING AGE 
11 E. 47th St., New York 17, N. ¥. 
MISCELLANEOUS 
Big City Printing—Small Town Rates 
Art, typesetting; black and white and 
color process platemaking; offset presses 
Single and multicolor to 54 inches. Books, 
brochures, banners, folders, maps and all 
general. Write for details, send specifica- 
tions for estimates 
JOHNSON PRINTING INC. 

2219 Galloway St. Eau Claire, Wisconsin 
FINE CANADIAN MAILING LIST 
175,000 Mail Buyers on Elliott Stencils. 

Will rent to reliable house. Can mail. 
Write—TOBE’S, Niagara-on-the-Lake, Ont. 


Five Name Steller Agency 

Steller, Miller & Lester, Los 
Angeles, has been appointed agen- 
cy for the following accounts: Cal- 
strip Steel Corp., producer of cold 
rolled strip steel; Elevator Main- 
tenance Co., elevator contractor; 
Fabriform Metal Products, copper 
and silver electric furnace brazing; 
and Robert H. Froom & Co., manu- 
facturer of load-centering eye 
bolts. Trade publications and di- 
rect mail will be used. 


Pace-Wiles Names Tracey 
William C. Tracey, formerly 


| publicity and sales promotion di- 


rector for Station WSAZ-TV, 
Huntington, W. Va., has been ap- 
pointed an account executive of 
Pace-Wiles Inc., Huntington agen- 
cy. 


WANTED 
ADVERTISING DIRECTOR 


There is an opening for an experi- 
enced advertising executive in the or- 
ganization of one of the large manu- 
who sells his packaged 
products through drug and grocery 
stores. This old, well established firm 
is looking for a man who understands 
merchandising and advertising and 
the application of market research to 
selling problems. This company has a 
well organized advertising department 
with good relations with its advertis- 
ing agency. It needs a well-rounded. 
open-minded executive to head the 
department and relieve its current ex- 
ecutive whose time and energy is 
needed in other work. Plenty of op- 
portunity for advancement in this 
midwest company which uses prac- 
tically every form of advertising. 

_ Send cutline of experience, personal 
information, salary desired and other 
pertinent data to enable us to give 
your application serious consideration. 
Box 7878, ADVERTISING AGE 
11 E. 47th St., New York 17, N. Y. 


Available 
ADVERTISING AND 
PROMOTION MANAGEk 


Wide experience in creating and 
directing hard hitting, profit-build- 
ing programs in food, home appli- 
ance, hardware, medical, drug and 
service organization fields on no- 
tional and local levels. 

Extensive know-how in techniques 
and application of general and di- 
rect mail advertising, sales training, 
point of sale merchandising and 
Promotion. 

University graduate. 
Married. Will relocate. 


BOX 7881 
Advertising Age, 200 East Illinois St 
Chicago 11, Ilinois 


Age 40. 


ADVERTISING DISPLAY 
SALESMEN 


One of nation's leading 

of fine point-of-sale displays hos openings 

for @ few top-notch representotives in 

some very desirable territories 

This is for exclusive territorial arrange- 

ments and salesmen must be creative, ex- 

perienced and have o following. Commis- 

sion basis. Fine references essential. 

Kirby-Cogeshall-Steinay Co. 

606 E. Clybourn 

1 wi 


Distinctive 


FA ART 


Authentic, realistic, farm animal il 
lustration for posters. booklets, eds 
ete. Reasonably priced, quick serv 
ice, layouts submitted. Nationally 
ecognized artist, Write for samples 


Amit 


REPRESENTATIVE 
WANTED 


for printed and lithographed 

point-of-sale advertising 
A few choice territories are open 
in our nationwide sales setup for 
experienced men who can sell 
printed and lithographed point-of- 
sale advertising. Must have contacts 
with buyers. Complete facilities for 
creating and producing lithographed 
cardboard displays of every type, 
outdoor fiber and cloth banners and 
pennants, exclusive self-stik Mystik 
displays, plaques and labels a 
complete line backed by extensive 
national advertising. Write in full, 
giving complete experience and 
qualifications. M. T. Green, Chicago 
Show Printing Co., 2635 N. Kildare, 
Chicago 39. 
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Conventions 


June 4-5. New England Newspaper Ad- 


vert.sing Executives Assn., Hartford, 
Conn 

June 7-9. Controlled Circulation News- 
papers of America Inc., annual conven- 
tion, Sheraton Hotel, St. Louis. 

June 7-9. California Newspaper Adver- 
tising Managers Assn., Claremont Hotel, 
Berkeley. 

June 10-12. Canadian Advertising and 
Sales Federation, annual conference, 
Montreal. 

June 10-13. Advertising Federation of 
America, annual convention and exhibit, 
Hotel Chase, St. Louis. 

June 11-13. Mechanical conference, 
American Newspaper Publishers Assn., 
Edgewater Beach Hotel, Chicago 

June 17-21. Advertising Assn. of the 
West, 48th annual convention, Cosmopoli- 
tan Hotel, Denver 

June 18-22. National Advertising Agen- 
cy Network, 20th annual national con- 
ference, Moraine Hotel, Highland Park, 
Il 

June 20-22. American 
conference, Hotel Statler, Detroit 

June 24-27. National Industrial Ad- 
vertisers Assn., annual conference, Wal- 
dorf-Astoria, New York 

June 24-28. Assn. of Newspaper Classi- 
fied Advertising Managers, 3lst annual 
convention, Mount Royal Hotel, Montreal 

June 25-27. Newspaper Advertising Ex- 
ecutives Assn., summer meeting, Cosmo- 
politan Hotel, Denver 

July 7-13 International Advertising 
Conference, London, England. Registra- 
tion through Elon G. Borton, Advertising 


Marketing Assn 


Federation of America, 330 W. 42nd St 
New York 18 
Sept. 5-8. National Assn. of Photo- 


Lithographers, annual convention and ex- 
hibit, Statler Hotel, Buffalo 
Sept 17-18. Pennsylvania 
Publishers’ Assn., 
Roosevelt Hotel, 
Sept. 17-21 
of America, 
tennial 
York 
Sept. 23-28. Advertising Specialty 
tional Assn., annual convention and Spe- 
cialty Fair, Palmer House, Chicago 
Sept. 24-26. Assn. of National Adver- 
tisers, fall meeting, Waldorf-Astoria, New 
York 
Sept. 28-29. Continental 
Agency Network, 19th 
Philadelphia 


Newspaper 
Pittsburgh 


Cen- 
New 


New York Premium 
Exposition, Hotel Astor, 


annual meeting, 


Oct. 5-6. Pennsylvania Newspaper Pub- 
lishers’ Assn., annual convention, Penn 
Harris Hotel, Harrisburg | 

Oct. 13-16. Mail Advertising Service 
Assn., 30th annual convention, Schroeder 
Hotel, Milwaukee 

Oct. 15-16. Boston Conference on Dis- 


tribution, 23rd annual 
ler, Boston 

Oct. 15-16 
67th annual 
Chicago. 

Oct 
Assn., 
Hotel, 

Oct 


Inland Daily 
meeting, 


Assn.. 
Hotel, 


Press 
Congress 


17-19. Direct Mail Advertising 
34th annual conference, Schroeder 
Milwaukee 

22-23 Agricultural Publishers 
Assn., annual meeting, Chicago 

Oct. 23-26. Advertising Typographers of 
America, 25th annual convention, Hotel 
Nacional, Havana, Cuba 

Oct. 24-27. Printing Industry of Amer- 
ica, annual convention, Hotel Statler, 
Boston 

Oct. 25-26. Audit Bureau of Circulations, 
annual meeting, Congress Hotel, Chicago 


Nov. 12-15. Financial Public Relations 
Assn annual convention, Hollywood 
Beach Hotel, Hollywood, Fla 

Nov. 18-19. National Business Publica- 


tions, annual meeting, Drake Hotel, Chi- 
cago 
Nov. 20. Controlled Circulation 
annual meeting, Drake Hotel, 
December ‘date not yet set). American 
Marketing Assn., winter conference, Ho- 
tel Kenmore, Boston. 


Audit, 
Chicago 


Production Men Elect 


Henry J. Griffin, of Cowan & 
Dengler, has been elected president 
of Production Men’s Club of New 
York. Other officers elected are: 
William V. Ricglane, Gotham Ad- 
vertising Agency, vice-president; 
Victor L. Jensen, Ruthrauff & 
Ryan, treasurer; George A. Fish, 
Moore, Caughlin & Associates, re- 
cording secretary, and Edward 
Blohm, of Morey, Humm & John- 
stone, corresponding secretary. 


Henry Stewart Joins Arndt 

Henry P. Stewart Jr., formerly 
advertising manager of A. Michaud 
Co. of Philadelphia, has been 
named assistant to Vice-President 
Seymour S. Preston Jr. of John 
Faulkner Arndt & Co. Clifford 
E. Sifton Jr. has been named 
technical publicity writer for the 
agency. 


Schedule PR Group Meet 


The seventh annual meeting of 
the American Public Relations 


Assn. will be held in Philadelphia, 
Nov. 14-15. 


annual classified clinic, | 


Premium Advertising Assn. | 


Na- | 


Advertising 


forum, Hotel Stat- | 


Lockwood-Shackleford Expands 

Lockwood-Shackleford Co., Los 
Angeles, has acquired Alex Struth- 
ers & Co. in an expansion move. 
Former Struthers clients will be 
serviced by Lockwood-Shackle- 
ford, and principal Struthers crea- 
tive personnel have joined the 
agency. Alex Struthers has been 
appointed vice-president in charge 
of business development. 


BSF&D Names Jack Roland 

Jack Roland, formerly editorial 
artist for the Daily News, Dayton, 
O., has been named to the art de- 
partment of Brooke, Smith, French 
& Dorrance, New York. 


Richard Faulkner Joins WMAQ 

Richard F. Faulkner, formerly on 
the sales staff of Remco Inc., has 
joined the sales staff of Station 
WMAQ, Chicago. 


Seiberling Using New Theme 

Seiberling Rubber Co. of Cana- 
da, Toronto, is now stressing safety 
rules for children in 1,000 to 1,400- 
line ads in 35 Canadian dailies. 
The ads include a coupon offer 
of a 20-page book, “Let's Play 
Safe,” containing nursery rhymes, 
coloring sections and safety games. 
McConnell, Eastman & Co., Toron- 
to, is directing the campaign. 


Wilbur-Rogers Plans Outlets 

Wilbur-Rogers Inc., Philadel- 
phia, retail chain, will open seven 
new outlets by next year in Michi- 
gan, Delaware, New York and New 
Jersey. 


‘Practical Home’ to Ward 
Practical Home Economics, New 
York, has appointed Harley L. 
Ward Inc., Chicago, as its western 
advertising representative. 


Curtis Names Englehaupt 
William Englehaupt, formerly 
sales manager of Scholl Mfg. Co., 
has been appointed sales promo- 
tion manager of the retail division 
of Helene Curtis Industries, Chi- 
cago toiletries manufacturer. Les- 
lie Sauers has been appointed sales 
manager of the retail division. 


Canada Magazine Linage Up 

Advertising expenditures in 13 
consumer magazines in Canada 
during the first quarter of 1951 
were up 22.4% as compared with 
the revenue of 14 magazines dur- 
ing the same period last year, 
Magazine Advertising Bureau of 
Canada reports 


MELVIN, 


RECTOR, nc 


creators of 


properly planned 
publicity 
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HOLLYWOOD PLAZA HOTEL 
HOLLYWOOD 28, CALIF. 


Gleds? 


1131 Teletype L.A. 710 


| 


Your film commercials have greater 
impact, greater clarity when you show 
them in giant size as Spot Movie Ads 
on the screens of movie theatres. 


Moreover, by using your TV commercials 
as Spot Movie Ads (60 or 80 seconds) 
you cut production cost per viewer. You 
can reach an audience of 40 million 
movie-goers, in virtually all cities and 
towns with 1,000 or more population. 


You can pick special markets, if you 
wish, even special neighborhoods in 
those markets. You can show your color 
films in full color. Or you can use black 
and white. Costs are low. The Movie 
Advertising Bureau handles all details. 


Get more information now. Fill out and 


mail the coupon today. 


WATIONAL OFFICES 


ADDRESS 


a 


YOUR COMPANY 


MOVIE ADVERTISING BUREAU 
P.O. Box 1223, G.P.O. New York 1, N, Y. 
Please send me more information about Spot Movie Ads in Theotres. 


mE ES ee eed 


CLEVELAND: 526 SUPERIOR NN. E. © 


NEW YORK: 70 EAST 45th ST. © CHICAGO: 333 NORTH MICHIGAN AVE. © NEW ORLEANS: 1032 CARONDELET ST. 


KANSAS CITY: 2449 CHARLOTTE ST. * SAN FRANCISCO: 821 MARKET ST. 
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Soft Drink Preference, 


‘National Nielsen-Ratings of Top Radio Shows 
Week of April 15-21, 1951 


Usage Varies With Age, 


Economic 
Groups. 
Children influence Type of Purchase 


Ninety-two per cent of the families 
in St. Paul buy soft drinks, but the 
incidence of use is significantly ef- 
fected by the economic status of 
these families. 


ANNUAL INCOME Per Cent of Families Buying 


Under $2,000 ....... 83% 
$2,000-$2,999 ...... sy, 
$3,000-$3,999 92% 
$4,000-$5,999 ...... 95% 
$6,000-$7,499 ...... 98% 
$7,500 and over ..... 99% 


However, when this high usage ts 
broken down into the various types 
of beverages, some interesting varia- 
tions are apparent, especially when 
compared with family characteristics. 
First consider the per cent of fam 
ilies buying in the various beverage 
classifications by income status: 


Aneval Annve! 
— —_ Income 
‘$4,000 and ever 
Root Beer 70% 1% 
‘Cola or Kola drinks 62% 76% 
Ginger Ale 40% 53% 
" Sparkling Water 14% 32% 
Other fruit flavored or 
; carbonated beverages 52% 58% 
: While root beer buying habits in 


' 


ree 


Me hepa 


& 
y 


_ cola and other fruit flavored type of 
_ beverage. Ginger ale and spar 


4 


the two groups are equal percent- 
agewise, sparkling water buyers are 
more than double in the higher in 
come groups. 


Another important consideration 
for soft drinks’ use is whether or not 
the families have children. 


3 of 
Ne. lor? 

Type of Beverage ou. oe ont 
Root Beer 63%, 75%, 78%, 
Colo or Kola drinks 61% 67% 79% 
Ginger Ale 43%, 48%, 44% 
Sparkling Water 20% 24% 20%, 
Other fruit flavered or 

carbonated beverages 49°/, 58°/, 57°, 

Note here that families with chil- 


dren show a significantly higher in- 
cidence of purchase in the root beer, 


ling 
water remain constant. 

Age of the housewife is also a fac- 
tor in type of soft drink preference: 


Type ot Reveroge = "BE s9.40 40-so 35 
Root Beer 69% 73% 76% 65% 
Cola er Kola 

drinks 69% 1% %13% 38% 
Ginger Ale 30%, 47%, 47%, 45% 
Sparkling water 17°%/, 25%, 25%, 16% 
Other fruit fla- 

vored carbon- 

ated beverages 58°/, 58%, 57%, 45%, 


After fifty there is a definite drop 
in per cent of buyers. Ginger Ale 
suffers the least with a loss of two 
percentage points and cola drinks, 
the most with 15 percentage points. 


The refinement of consumer char- 
acteristics given here represents just 
one of the 150 classifications studied | 
in the “1951 Consumer Analysis of | 
the St. Paul Market.” 


Get analytical data on the per-. 


formance of your product in the 
St. Paul market. Write Consumer 
Analysis, Dept. No. 11-A, St. Paul 
Dispatch-Pioneer Press, St. Paul 


Rutland, Vt., 


All figures copyright by A. C. Nielsen Co. 


CURRENT HOMES CURRENT | 
RANK PROGRAMS (000) RATING | 
EVENING, ONCE-A-WEEK (AVERAGE FOR ALL PROGRAMS) (3,017) (7.2) 
1 Lux Radio Theater (CBS) .............. 8.087 19.3 
2 Godfrey's Talent Scouts (CBS, Lever-Lipton) 6,244 “49 
3 Jack Benny Show (CBS, Lucky Strike) 6,202 48 
4 My Friend Irma (CBS, Lever-Pepsodent) 5,908 M41 
5 Charlie McCarthy Show (CBS, Coca-Cola) 5.825 13.9 
6 You Bet Your Life (NBC, DeSoto-Plymouth) . 5,489 13.1 
7 Hollywood Star Playhouse (CBS, Bromo-Seltzer) 5,196 12.4 
8 Walter Winchell (ASC, Richard Hudnut) . 5,112 12.2) 
9 Bob Hawk (CBS, Camels) ...... 4,819 1L5 
10 Mr. Chameleon (CBS, Sterling Drug) : 4,777 114 
— —— WEEKLY (AVERAGE FOR ALL eemenend (1,969) (4.7) 
jah (CBS, P&G) ............ <n 3,729 8.9 
2 — hae (ABC, aaa Mills) 3,101 74 
3 Tide Show (CBS, P&G) . 2,975 7.1 
ow (AVERAGE FOR ALL PROGRAMS) (2,095) (5.0) 
Arthur Godfrey (CBS, Liggett & Myers) 4,106 9.8 
> Wendy Warren (CBS, General Foods) 3,520 8.4 
3 Pepper Young's Family (NBC, P&G) 3,520 8.4 
a Our Gal, Sunday (CBS, Whitehall) . 3,394 8.1 
5 Arthur Godfrey (CBS, Nabisco) .. 3,352 8.0 
6 Romance of Helen Trent (CBS, Whitehall) 3,3 8.0 
7 Ma Perkins (CBS, P&G) 3,310 7.9 
8 Rosemary (CBS, P&G) .. 3,227 7.7 
9 Aunt Jenny (CBS, Lever Bros.) 3,143 7.5 
10 Big Sister (CBS, P&G) 3,101 7.4 
DAY, SUNDAY (AVERAGE FOR ALL PROGRAMS) (1,006) (2.4) 
1 True Detective Mysteries (MBS, Williamson) 2,305 5.5 
2 Martin Kane, Private Eye (MBS, U. S. Tobacco) .2,137 5.1 
3 Falcon (NBC, Kraft) . 1,718 41 
DAY, SATURDAY (AVERAGE Any ALL PROGRAMS) (2,053) (4.9) 
1 Armstrong Theater (CBS 3,939 9.4 
2 Stars Over eltyweed (CBS, "Armour ) 3,394 8.1 
3 Grand Central Station (CBS, Pillsbury) . 3,352 8.0 
. 
Hooper TV Ratings 
May 1-14, 1951 
Twelve Cities in New York and Ohio 

Texaco Star Theater (NBC) .............. 43.5 Martin Kane (U. S. Tobacco. NBC) ........ 27.7 

Pabst Bouts—Louis vs. Agramonte (CBS) ..37.9 Cavalcade of Sports (Gillette, NBC) ...... 2 

Show of Shows (Several sponsors, NBC) 34.2 Toast of the Town (Lincoln-Mercury, 

Fireside Theater (P&G, NBC) FF Perr err 26.7 | 
Comedy Hour (Colgate, NBC) ............ 16 Ken Murray Show (Budweiser, CBs) seeees 26.6 
Godfrey's Talent Scouts (Lipton, CBS) 31.0 Mama (Maxwell House, CBS) ............ 26.4 
Your Hit Parade (Lucky Strike, NBC) ......31L.0 Lights Out (Admiral, NBC) .............. 26.3 
Philco Playhouse (NBC) ................ 30.3 | Studio One (Westinghouse, CBS) .......... 26.0 


Newspaper Group Elects 


Leroy B. Noble, of the Herald, 
has been reelected 
president of the New England 
Daily Newspapers Assn. Others 
reelected are: Albert Spendlove, 
the Telegraph, Nashua, N. H., 
vice-president; Stanley T. Black, 
the Times, Pawtucket, R. I., sec- 


| retary, and Charles L. Fuller, the 


Enterprise, Brockton, Mass., treas- 
urer. 


William Hooper Joins WCAU| 


William J. Hooper, formerly 
commercial representative of Sta- 
tions WWIN and WITH, Balti- 
more, has joined Station WCAU, 


| Philadelphia, as commercial rep- 


resentative. 


Moore Talks to Ad Execs 


Karl F. Moore, director of the 
retail division of the Bureau of 
Advertising, American Newspaper 
Publishers Assn., will address the 
New England Newspaper Adver- 
tising Executives Assn. spring 
meeting at Hartford, June 4-5. 
John J. Broghan of the Recorder- 
Gazette, Greenfield, Mass., and 
ae of the group, will pre- 
side. 


Goldblatt Star Sale Pushed 


Goldblatt Bros., Chicago depart- 
ment store chain, used radio spots, | 
a TV show, 150 pages of newspa- 
per space and quantities of dis-| 
play material in a six-day promo- 
tion of its recent annual Star Sale. | 


TWO 


| 


cover the Fabulous Southwest 


‘. separate newspapers : 


the U.S. that 27c will buy. 


ONE Qf LOW RATE 


1, Minnesota — the Northwest's. 


Morning, Evening, and Sunday 
newspapers with the market-tai- 
lored circulation. 


St Paul Dispatch 


TAILOR MABE CIRCULATION 


Pioneer P 


A 


buys bot. 


NO OTHER NEWSPAPERS COVER THIS MARKET 


The El Paso Times 


AN INDEPENDENT NEWSPAPER 
MORNING AND SUNDAY 


E] Paso Herald-Post 


A SCRIPPS-HOWARD NEWSPAPER 
EVENING 


Represented nationally by Scripps-Howard General 
Advertising Department and Texas Daily Press League. 


PLUS PACKAGING—Paul Carey (center), general sales manager of Tussy Cosmetiques, 

holds Charles S. Welch Memorial Award given by Toilet Goods Assn. to Tussy’s Mid- 

night lipstick-perfume combination. Midnight was voted the outstanding package 

and design selling for $1 or less in the cosmetic industry in 1950. Gloria Van Fleet 

(right), packaging director for Tussy, designed the winning package. The presento- 

tion was made by Benson Storfer (left), president of Parfums Corday and chairman 
of the Welch committee. 


Cuicaco, May 29—Thirty-two 
leading candy manufacturers, 
brought together by Candy Indus- 
try, are cooperating with that pub- 
lication in boosting the week of 
June 4-9 as National Candy Week 
Festival. 

Three national trade associations 

—National Candy Wholesalers 
| Assn., National Confectioners 
| Assn. and Associated Retail Con- 
fectioners of the U. S.—have 
scheduled their annual conventions 
here during the week. 
| Believing that the convention 
| period offered a promotional op- 
portunity to the industry, Candy 
Industry secured the backing of 


‘Candy Industry’ Sparks Candy Week Drive 


leaders in the field and is launch- 
ing the push June 4 with a full- 
page ad in the Chicago Daily News. 

A sponsored radio show and ex- 
tensive plans for radio, newspaper 
and TV publicity tie-ins will be 
designed to stress nutritional‘ 
values of candy, the use of candy 
for “energy pickups,” industry re- 
search and development and to 
describe new uses for candy prod- 
ucts in cooking. 

Mailing pieces, point of purchase 
material and merchandising sug- 
gestions are being prepared 
through Bozell & Jacobs, which is 
handling the promotion for Candy 
Industry. 


Optimistic View of 
Television's Future 
Pictured by Carmine 


PHILADELPHIA, May 29—Terrific 
expansion of the television indus- 
try when coast to coast telecasting 


becomes effective next fall is pre- | 


| dicted by James Carmine, execu- | 
tive vice-president of Philco Corp. 

Speaking to approximately 400 

| television and advertising execu- 
tives May 23 at the Hotel Warwick, 
| where TV Digest’s TeeVee awards 
| were made to national and local 
| television stars, Mr. Carmine also 
predicted that the television freeze 
will be lifted by the end of the 
year. He said that these two actions 
alone will mean a big lift to the 
|}industry at all levels. 

Urging advertisers and agencies 
| to keep television shows and com- 
|mercials on very high planes, he 
| pointed out that in 1950 alone 
| there was an increase of 76% in 
| retail advertising on television and 
| he predicted even greater increases 


the biggest hunk of ""*““™ 


| e Winners of the TV Digest polls, 
| which represent 20,000 ballots and 
| 250, 000 individual votes from this 
area, included: 

Sid Caesar and Imogene Coca, featured 
on “Your Show of Shows” (several spon- 
| sors, NBC), voted favorite male and fe- 
male comedy stars. Their show also won 
top honors as the favorite variety-comedy 
show. 

Perry Como (Chesterfield, CBS) was 
voted top male vocalist, and Betty Grove 
|of “Stop the Music” 
| Lorillard Co., ABC) was voted the favor- 
| ite female vocalist. The Lucky Strike 
| commercial was the winner in that classi- 
| fication. 

Voters chose the “Fred Waring Show” 
(General Electric, CBS) as the favorite 
musical show and the “Voice of Fire- 
stone” (NBC) as the favorite classical 
musical show. “Mama™ (Maxwell House, 
CBS) was named the favorite comedy 
drama, with Peggy Wood, one of the 


show’s stars, present to receive the 
TeeVee statuette. 

Other national winners: “Philco TV 
Playhouse” (NBC); “Martin Kane, Private 
Eye” (U. S. Tobacco, NBC); “Twenty 
Questions” (Ronson, ABC); “Stop the 
Music” (Admiral Corp., P. Lorillard Co., 


(Admiral Corp., P. | 


ABC); “Kate Smith Show” (participating, 
NBC); “Kukla, Fran and Ollie” (several 
sponsors, NBC); John Cameron Swayze on 
the “Camel News Caravan” (NBC); “Meet 
the Press" (Revere Copper & Brass Co., 
NBC), and the “Lone Ranger” (General 
Mills, ABC). 


Prentice-Hall Offers 2nd 
Edition of Ben Duffy's Book 

“Profitable Advertising in To- 
day’s Media and Markets,” writ- 
ten by Ben Duffy, president of 
Batten, Barton, Durstine & Os- 
born, was published in its sec- 
cond edition on May 28 by 
Prentice-Hall. Price on the 416- 
page book is $5.95. 

The new edition—the first was 
published in 1939—includes new 
chapters on television, techniques 
of measuring radio and TV circula- 
tion, and an expanded chapter on 
merchandising services offered by 
various media. The volume con- 
tains a detailed account of steps 
involved in scientific selection and 
most effective use of newspapers, 
magazines, business papers, farm 
pap°rs, outdoor, radio and televi- 
sion. Each medium is analyzed as 
to circulation, rates, editorial pol- 
icy, size of space, position, compe- 
tition, and type of reader. 


Storecast Adds Coverage 

Storecast Corp. of America, 
which already provides FM pro- 
gramming service to supermarkets 
in New Jersey, Pennsylvania, 
Illinois, Delaware and Indiana, is 
completing plans to enter the New 
York area with programs from 
Station WGHF, New York, carried 
| in 17 First National stores. 


| Cascoigne Joins Sutton Co. 

T. Richard Cascoigne, formerly 
associated with McGraw-Hill Pub- 
| lishing Co. and Reinhold Publish- 
| ing Corp., has joined Sutton Pub- 
lishing Co., New York, as New 
Jersey and’ eastern Pennsylvania 
manager of Electrical Equipment 
and Contractors’ Electrical Equip- 
ment. 


To Erwin, Wasey of Canada 

Erwin, Wasey of Canada, Mont- 
real, has been appointed to han- 
dle advertising of Green Cross In- 
secticides division of Sherwin-Wil- 
liams Co. of Canada. 
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“It’s the vacation 


we've always dreamed about” 


a 
iat 
} 


pe 


es, 
ig tl 


EK, ERY year America finds new delight in the 
magic word, “vacation.” Chiefly responsible 


7. 


are the resort and travel industries which have 
grown to gi 


gantic proportions because they 


offer an infinite variety of places to go, things 
te do. An equally important reason for this 
expansion is the achievement of making it so 
easy and pleasant for millions to plan their 
treasured holidays. 


soured halides ns XFORD PAPERS 


Enticing folders by the million, attractive H | B ild S | 
posters and the pages of leading magazines e Pp ul ales 
help not only to inspire vacation plans, but to 
bring them to reality. 

You will find Oxford Papers a perfect choice 
to make your folders, brochures and other 
printed pieces more colorful, more convine- 


ing — whether they are produced by letter- OXFORD PAPER COMPANY 
press, offset, lithography or rotogravure. 230 Park Avenue, New York 17, N. Y. 


OXFORD MIAMI PAPER COMPANY 
Ger” 35 East Wacker Drive, Chicago 1, Ill. 


Mills ot Rumford, Maine, and West Corroliton, Ohio 
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XFORD PAPERS 
Help Build Sales 


Oxford Papers are continually at work building sales for 
resorts, steamship, railroad, bus and air lines. And, because 
they have proved so satisfactory in use, you find Oxford 
Papers helping to build sales for a host of other products 
and services through attractive box wraps and labels, as 
well as the pages of catalogues and magazines. Find out for 
yourself how much they can add to the effectiveness of your 
selling-in-print. 


* * * 


IT PAYS TO ASK FOR — AND USE THESE FINE OXFORD AND OXFORD MIAMI PAPERS 
COATED PAPERS UNCOATED PAPERS 
Polar Superfine Enamel Carfax English Finish 
Maineflex Enamel Carfax Super 


Mainefiex Enamel Cover Carfax Eggshell 
Mainefiex Enamel, Coated One Side Wescar Offset 


Mainefold Enamel Wescar Satin Plate Offset 


Mainefold Enamel Cover 
North Star Dull Enamel Wescar Gloss Plate Offset 


Seal Enamel English Finish Litho 
Engravatone Coated Super Litho 
Coated Publication Text Duplex Label 


OXFORD PAPER COMPANY, 230 Park Avenue, New York 17, N20 


Nation-wide Service 


Through 


Albany. N. Y. 
Atlanta, Ga. 
Augusta, Maine 
Baltimore, Md. . 
Bethlehem, Pa. . 
Boise, Idaho . 
Boston, Mass. 
Buffalo, N. Y. 
Charlotte, N. C. 


Chattanooga, Tenn. . 


Chicago, Il. 


Cincinnati, Ohio 


Cleveland, Ohio 
Columbus, Ohio . 
Dayton, Ohio 


Des Moines, lowa 
Detroit, Mich. 
Fresno, Calif. 
Hartford, Conn. 
Indianapolis, Ind. . 
Jacksonville, Fla. 
Kalamazoo, Mich. 
Kansas City, Mo. . 
Knoxville, Tenn. 
Lincoln, Neb. 
Little Rock, Ark. 
Long Beach, Calif. 
Los Angeles, Calif. 
Louisville, Ky. 
Lynchburg, Va. 
Manchester, N. H 
Memphis, Tenn. . 
Miami, Fla. . . 
Milwaukee, Wis. 


Minneapolis, Minn. . 


Nashville, Tenn. 
Newark, N. J. 


New Haven, Conn. . 


New York, N.Y. . 


Oakland, Calif. . 
Omaha, Neb. . 
Philadelphia, Pa. . 


Phoenix, Ariz. 
Pittsburgh, Pa. 


Portland. Maine . 
Portland, Ore. 
Providence, R. I. 
Richmond, Va. 
Rochester, N. Y. 
Sacramento, Calif. 


St. Louis, Mo. . - Shauchnessy-| Kniep-Hawe Paper Co. 


. Paul, Minn. 


+h Bernardino, Calif. . Blake, Moffitt & Towne 
Salt Lake City, Utah . 


San Diego, Calif 


San Francisco, Calif. . 


San Jose, Calif. . 
Seattle, Wash. 
Sioux City, lowa 
Spokane, Wash. 
Springfield, Mass. 


Stockton, Calif. . 
Tacoma, Wash. 
Tampa, Fla. . 
Toledo, Ohio . 
Tucson, Ariz. 
Washington, D. 
Worcester, Mass. 


OXFORD MIAMI PAPER COMPANY, 35 Fast Wacker Drive, Chicago I, Ill. 


MILLS AT RUMFORD, MAINE AND WEST CARROLLTON, OHIO 
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(Div. of Carter, Rice & Co. Corp.) 


” (Div. of C =A... Rice & Co. Corp.) 


Oxford Merchants 


W. H. Smith Paper Corp. 
Wyant & Sons Paper Co. 

Carter. Rice & Co. Corp. 

‘ . The Mudge Paper Co. 
Wileox- Waiter- Furlong Paper Co. 
Blake, Moffitt & Towne 

Carter, Rice & Co. Corp. 
Franklin-Cowan Paper Co. 


Caskie Paper Co., Inc. 
The Charlotte Paper Co. 


. Bond-Sanders Paper Co. 


Bermingham & Prosser 
Bradner, Smith & 
The Whitaker Paper 


. The Johnston Paper ’ 
The Whitaker Paper Co. 


The Cleveland Paper Co. 
Scioto Paper Co. 

. Cincinnati Cordage Co 
The Whitaker Paper Co. 
Bermingham & Prosser Co. 
Chope Stevens Paper Co. 
Blake, Moffitt & Towne 
Green & Low Paper Co., Inc. 
. MacCollum Paper Co. 
Jacksonville Paper Co. 
Bermingham & Prosser Co. 

. Bermingham & Prosser Co. 
“ Louisville Paper Co. 
Western Newspaper Union 
— Roach Paper Co 
Blake, Moffitt & Towne 
Blake, Moffitt & Towne 
Louisville Paper Co. 

. Caskie Paper Co., Inc. 

C. H. Robinson Co. 

. Louisville Paper Co. 

J . Everglades Paper Co. 
° “Allman. Christiansen Paper Co 
nsenbrenner Paper Co. 

‘ Wileox-Mosher-Leffholm Co 
Bond-Sanders Paper Co. 
Bulkley, Dunton & Co., Inc. 
Bulkley, Dunton & Co., Inc. 
Baldwin Paper Co., Inc. 
Bulkley, Dunton & Co., Ine. 
Green & Low Paper Co., Inc. 
Miller & Wright Paper Co. 
The Whitaker Paper Co. 
Blake, Moffitt & Towne 
Western Paper Co. 


Atlantic Paper Co. 
Wileox- Walter- Furlong Paper Co. 
Blake, Moffitt & Towne 

. General Paper Corp. 
Brubaker Paper Co. 

. C. H. Robinson Co. 
Blake, Moffitt & Towne 
Carter, Rice & Co., Corp. 
Cauthorne Paper Co. 
Genesee Valley Paper Co. 
. Blake, Moffitt & Towne 


Tobey Fine Papers, Inc. 
Inter-City Paper Co. 


. Western Newpaper Union 
Blake, Moffitt & Towne 

. Blake, Moffitt & Towne 

. Blake, Moffitt & Towne 
Blake, Moffitt & Towne 
Western Newpaper Union 
Blake, Moffitt & Towne 
Bulkley, Dunton & Co., Inc. 


Mill Brand Papers, Inc. 

. Blake, Moffitt & Towne 
. Blake, Moffitt & Towne 
. Tampa Paper Co. 
Paper Merchants, Inc. 
Blake, Moffitt & Towne 
= an Paper Co. 
A. Esty Paper Co. 
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BofA Adds Blough, 
Shifts John Ottinger 


New York, May 29—John W. 
Blough, formerly director of pro- 
motion for Robert W. Orr & Asso- 
ciates, moves to the Bureau of Ad- 
vertising, American Newspaper 
Publishers Assn., on Junt“t*io be- 
come promotion director there. He 
replaces John C. Ottinger Jr., who 
has been named director of sales 
development, a new bureau post. 

Mr. Blough has spent the past 
five years with the Orr agency, 
where he had also been in charge 
of merchandising work. Earlier, he 
was a copy executive at Lennen & 
Mitchell and a member of the cre- 
ative staff of J. Stirling Getchell 
Inc., specializing in promotion and 
merchandising at both agencies. 

Mr. Ottinger, who joined the 
bureau as promotion head in 1947, 
had previously been with John A. 
Cairns & Co., where he had been 
an account and copy executive. 
Earlier he had been with the bu- 
reau as assistant promotion mana- 
ger, and had been promotion 
manager of Food Field Reporter 
and Drug Trade News. 


C. T. Dearing Purchases 
Louisville Electrotype 


C T. Dearing Co., Louisville 
printing company, has purchased 
Louisville Electrotype Co. for a 
sum in excess of $500,000. The 
company, which had _ supplied 
Dearing with all its copper print- 
ing plate requirements for the past 
21 years, will become a department 
of Dearing. 

Electrotype’s 60 employes will 
be retained, and Harry Burker, 
general manager of Electrotype, 
will be given an executive position 
in the new department. Louisville 
Electrotype has been doing an esti- 
mated yearly business of $1,000,- 
000, of which about 60% has been 
with Dearing. 


Ad Federation Adds Two 


The Advertising Federation of 
America, New York, has approved 
membership applications of the 
Advertising Club of Terre Haute, 
Ind., and the Marion Sales and 
Advertising Club, Marion, O. Of- 
ficers of the Terre Haute club 
are Harry Smith, Terre Haute 
Brewing Co., president, and Myro 
Janco, Wabash Advertising Agen- 
cy, secretary. Officers of the Mari- 
on club are Robert J. Lick, Marion 
Power Shovel Co., president, and 
Jack Lautenslager, Marion Cham- 
ber of Commerce, secretary. The 
Marion club is the 101st member. 


Coleman Elected President 
Sheldon Coleman, executive vice- 
president and general manager of 
the Coleman Co., Wichita heating 
equipment manufacturer, has been 
elected president, succeeding his 
father, W. C. Coleman, who con- 
tinues as chairman of the board. 


- 
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NEW asp BOARD— Officers and di 


ness P. 
Va. Front row, |. to r.: 


of A 
after their election at Hot Springs 

Paul E. Clissold, Clissold Publishing Co., 
Ist vice-president; Karl M. Mann, Case-Shepperd-Mann Publish- 
ing Co., secretary; James G. Lyne, Simmons-Boordman Publishing 
Corp., retiring chairman; Arnold Friedman, Lebhor-Friedman Pub- 
lishing Co., new chairman; Thomas B. Haire, Haire Publishing Co. 
2nd vice-president, and N. O. Wynkoop, McGrow-Hill Publish- 


d Busi- ing Co., Herbert A. Vance, Vance 
Publishing Co.; E. P Hoener, The Timbermon; Edgar W. 8. Foir- 
child, Fairchild Publications; Donold McAllister, Geyer Publico- 
tions; Roy E. Shrope, American Trode Publishing Co.; J. Howard 
Moore, Moore Publishing Co.; Philip H. Hubbard, Reinhold Pub- 
lishing Corp., ond Thomas W. Nelson, Gulf Publishing Co. Not 
shown is Albert Houptli, publisher, American Machinist and Prod. 
uct Engineering 


Mystik Campaigns in Canada 

Mystik Aahesive Products, St. 
Catharines, Ont., has appointed 
Sheffield Bronze Powder Co., To- 
ronto, its Canadian distributor.! 
Distribution of Mystik Self-Stik 
all-purpose cloth tape will be ex- 
panded and promotion will appear 
in four national week-end papers 
and trade publications. Radio spots 
will feature the Mystik “Melody 
Man.” James Fisher Co., Toronto, 
is the agency. 


NY Printers Elect Walling 

William H. Walling, chairman 
of the board of Rogers-Kellogg- 
Stillson Inc., was elected president 
of the New York Employing Print- 
ers Assn. at its annual meeting. 
Other officers are: Vice-president, 
Peter F. Mallon, Peter F. Mallon 
Inc.: secretary (reelected), Peter 
L. Forsman, C. H. Forsman Co.; 
and treasurer, Mrs. F. W. Shaefer, 
Tri-Arts Press Inc. 


Vanda Heads TV Association 
Charles Vanda, vice-president 
in charge of television for Station 
WCAJU, has been elected president 
of the Television Assn. of Philadel- 
phia. Other new officers are: 
Franklin Roberts, Harry S. Feigen- 
baum Advertising Agency, vice- 
president; David Smith, Richard A. 
Foley Advertising Agency, treasur- 
er, and Ethyl Foster, secretary. 


Comegy Appoints Buckley 

Comegy Food Corp., Philadel- 
phia packager of garlic products, 
has named the Earle A. Buckley 
Organization there to handle its 
advertising. 


Ohio Publishers Elect 

James C. McMillan, Fairborn 
Herald, has been elected president 
of Ohio Hometown Newspapers, a 
publisher-owned business corpora- 
tion promoting weeklies in the 
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specialists 
in fine 
photo engraving 
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REVERE PHOTO ENGRAVING CO. 


712 FEDERAL STREET - 


CHICAGO 5S, tit 


state. Other officers elected are: |S. Pflug, Cleveland, managing di- 
Gardner H. Townsley, 
Western Star, vice-president; Oral Lexington Tribune, secretary. 


Lebanon rector, and Ronald T. Shoup, New 


DOOLITTLE ig 


and Company, Inc. 


new 


better quarters 


COMPLETE 
MAILING SERVICE 
PREMIUM MAIL 


better equipment a 


better service 


Over 30 years of fast, dependable printing 
and letter service. Again Doolittle is expand- 
ing to keep pace with its leading advertisers 
and agencies. If you're an old Doolittle cus- 
tomer, come over and see our new head- 
quarters. If you're a new buyer, you should 
, check Doolittle service and prices first. 
YES! Doolittle does more for less. 
RUSH A” 
DOOLITTLE 
REPRESENTATIVE 
TO TELL ME ABOUT 

SPECIAL 2-DAY 


SERVICE 


SUperior 7-1722 


' Doolittle and Company, Inc. 
400 North Rush St. 

Chicege 11, Hilinois 

1 am interested in: (No obligation, 

of course.) 

[_] How | can save on my offset 

printing and letter service. 
(CD How | can get * 2-Day” de- 
pendoble service. 


City_ ee 
TITTLE Lee | 


Bound to 
Succeed 
Here! 


Commence your advertising 
plans now to get maximum ben- 
efits of the established family 
buying power for YOUR mer- 
chandise through the OUR SUN- 
DAY VISITOR—REGISTER UNIT. 


Graduate to the list of prom- 
inent national advertisers who 
know this family Unit produ 
for them. They have the res 
in sales volume records! Th 
why they keep this producti 
family buying force high 
their preferred advertising |i 


These families are larger th 
average —5.2 members 
family compared to the 3.8 
tional average. Over 73% 
these families own their o 
homes, and 51% are in 
$3,000 to $5,000 inco 
bracket. And more than 68 
of these growing families live 
the trading areas where 67 
of all retail sales are made! 


Let us tell you about the stea 
OSV-REGISTER UNIT advertis 
and the successes they ea 
and enjoy by selling to this 
tablished family market throu 
these two great family weeklies. 
Just write, wire or telephone for 
information and facts pertinent 
to your own merchandising 


needs... 


1,389,848 


WEEKLY CIRCULATION 


M has 
-Honister Unit 


REPRESENTATIVES 


[0 Bertolt Co. ine 


WATIONAL 
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Four A’‘s Councils 


Elect Governors 


New York, May 29—Elections Chicago, vice-chairman; and John M.| Brother & Co., Detroit, chairman; Elliott 


held by the six sectional councils 
of the American Assn. of Adver- 
tising Agencies have been com-| We!! of Chambers & Wiswell, Boston, | tary-treasurer 


pleted and the following boards 


of governors named: 
New York Council: buietcher 


ards of Fletcher D. Richards Inc., chair- | 
man; Marion Harper Jr., McCann-Erick-| Lindsey & Co., Richmond, chairman; A. | Constantine & Gardner, Portland, secre- 


son, vice-chairman; and Alvin H. Kaplan); E. Morgan, Richard A. Foley Advertis- | 
of Kaplan & Buck, secretary-treasurer. | ing Agency, Philadelphia, vice-chairman; | 
Central Council: Rolland Taylor of | and Robert Arndt, John Falkner Arndt & 
Foote, Cone & Belding, Chicago, chair- Co., Philadelphia, secretary-treasurer. 
man; A. H. Fensholt of the Fensholt Co., Michigan Council: Carl Georgi, D. P. 


Willem, Leo Burnett Co., Chicago, secre- E. Potter, Young & Rubicam, Detroit, 
tary-treasurer. vice-chairman; and George Richardson, 
New England Council: George C. Wis- J. Walter Thompson Co., Detroit, secre- 


chairman; J Paul Hoag, Hoag & Pacific Council (elections held last 
Provandie, Boston, vice-chairman; and | October): L. C. Cole, L. C. Cole Co., 
Harold I. Reingold of the Reingold Co.,| San Francisco, chairman; Carl Tester of 
D. Rich-| Boston, secretary-treasurer. Philip J. Meany Co., Los Angeles, vice- 
Atlantic Council: Dan W. Lindsey of chairman; and Merle W. Manly, Botsford, 


| tary-treasurer 


MATRIX COMPANY. 


. 517 SOUTH JEFFERSON STREET, CHICAGO 7. ILLINOIS 


Toronto Ad Guild Elects 


ES J. P. Heffernen, advertising 
manager for branch stores of T. 
Eaton Co., has been elected presi- 
dent of Toronto Advertisers Guild. 

| Other officers elected are: John 

| C. Hoyle, vice-president; Ted Bliss, 
| secretary, and Paul Barber, treas- 


CLOCK SERVI 


WABASH pin! 


EWE 


Byoir to Open NW Oftice 


Carl Byoir & Associates, public 
relations counsel, will shortly open 
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Tires is to Certify that 
shames 8 Wt Manus 


; Billine cin 


OVERSIZE—Model Gloria Vandiveer presented this super-size membership card to 

urer. | James McManus (left), media director, Young & Rubicam, at recent meeting of 

Milline Club of San Francisco, when Mr. McManus became the admen’s club's 

100th member. Watching the presentation are (I. to r.) Bill St. Sure, Ward-Griffith Co. 

club president; Kemp Bennett, Hearst Advertising Service, and Rod MacDonald, 
Guild, Bascom & Bonfigli, vice-president of the club. 


a Pacific Northwest office with 


headquarters in Portland, Ore. land bureau manager for United 
Roger A. Johnson, formerly Port-! Press Assn., will head the branch.) 


Today consumer surveys* show that young homemakers under 35. . 


life. . 


FAMILY 


PORTRAIT 
OF 
YOUR BEST 
MARKET 


. couples in the early years of married 


. are your best customers for all the products that make up a home. Our own annual reader analysis, just 


completed, proves again that LIVING pin-points exactly this market— 79% of our readers under 35.... 
80° married less than ten years. 


When a magazine that concentrates on home** meets a market that concentrates on home, reader action results. 


It’s a fact —a small advertisement in our August, September and October issues brought 45,676 requests 


for our Christmas Gift Catalog . . 


. one coupon returned for every 23 copies sold. 


It’s a fact —two sets of patterns offered in our November issue brought 1811 reader orders... one for 
every 216 copies sold. 


Fact upon fact like this has produced the most significant fact of all — 1951 advertising lineage for the 
first six months shows a 73% increase over 1950. 


LIVING 


*Federal Reserve Board 1950 Survey of Consumer Finances. 
**During 1950 LIVING devoted more pages to homefurnishings 
than any other consumer magazine. Lloyd Hall Report. 


FOR YOUNG 
HOMEMAKERS 


Newsprint Mills Say 
‘Canadian Suppliers 


Won't Raise Prices 


New YorK, May 29—Despite 
persistent rumors of higher prices 
for newsprint, local mill represent- 
atives insist that Canadian mills 
have no intention at present of 
| boosting prices. 

Activity in the so-called black 
market continues spotty. The latest 
offering for 1,000 tons is under- 
| stood to have been $245 f. 0. b. mill 
| for immediate delivery. 

Twelve Canadian newsprint 
mills are reported ready to go on 
ja seven-day production schedule. 
| Contracts with AFofL unions have 
been signed by the mills which 
| will give hourly rated workers a 
| wage increase of 14% with a min- 
| imum boost of 16¢ an hour. 

According to American News- 
paper Publishers Assn., the com- 
panies involved include Abitibi 
Power & Paper Co., Spruce Falls 
Power & Paper, Kimberley-Clark, 
Longlac Pulp & Paper, Ontario 
Paper, K. V. P. Co., Marathon Pulp 
& Paper, Provincial Paper, Bromp- 
ton Pulp & Paper, Beaver Wood 
Fibre, Great Lakes Paper, and 
Ontario & Minnesota Paper Co. 

U. S. newsprint imports from 
overseas for the first quarter of 
| 1951 showed a _ slight increase 
totaling 49,688 tons from 41,676 
tons in the same period in 1950, ac- 
cording to U. S. Department of 
| Commerce tabulations. 


Fram Elects Robinson V. P. 


Howard E. Robinson, general 
sales manager of Fram Corp., 
Providence, R. I., automotive filt- 
ers manufacturer, has been elected 
vice-president in charge of sales. 
Milton M. Somers, formerly sales 
manager of the automotive jobber 
division, has been named to suc- 
ceed Mr. Robinson. Arthur F. 
| Pettit, general manager of the 
|company, has been elected vice- 
president and general manager. 


Bacardi to Use Newspapers 

Bacardi Imports Inc., New York, 
has scheduled a 500-line nation- 
wide newspaper drive to supple- 
ment its magazine campaign for 
Bacardi rum. The ads, headlined 
“Is Your Taste Worth 3¢?” will 
run during the spring and summer 
months. Brooke, Smith, French & 
Dorrance is the agency. 


Crosley Names Kamin, Baker 


Howard A. Kamin has been ap- 
pointed regional representative in 
charge of refrigerators and freezers 
for the Chicago regional office of 
Crosley division of Avco Mfg. Co. 
Russell L. Bajer has been ap- 
pointed regional representative in 
charge of kitchen sales and con- 
tract business. 


Burg Joins WCCC., Harttord 
Julian Burg, formerly with Sta- 
tion WKNB, New Britain, Conn., 
has joined the sales staff of Sta- 
tion WCCC, Hartford. 
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DTA Chief Chides Two Appoint Segar Agency director of sales promotion for Broadcasters Assn. as its 58th Utah Baseball Goes en TV 
Roscoe W. Segar Advertising, a. Mot Bo member. General Electric Corp., ~" —_ 
1 Portland, Ore., has been a inted ae, = eration with seven Utah dealers, 
Truckers, Railmen to faa the account of Fought Ralph Taylor. Sherril Taylor, for- Macon Named Art Director sponsoring seven home games of 


for Ad Controversy 


WASHINGTON, May 29—The chief 
of the Defense Transportation Ad- 
ministration last week scolded 
truckers and railroads for using 
newspaper ads to argue their rela- 
tive importance to the defense pro- 
gram (AA, May 14). 

DTA chief James K. Knudson 
warned that “acrimonious adver-| 
tising warfare” may endanger the 
defense program by preventing 
“effective cooperation, essential to 
the movement of the unprece- 
dented volume of military and 
civilian production.” 

Mr. Knudson recommended “pos- | 
itive aggressive advertising” which | 
plays up the superior quality of | 
each service without accusing a 
competitor of doing inferior work 
or enjoying unfair advantages. 

He complained that transport 
agencies and suppliers seem to rely 
heavily on “negative type propa- 
ganda” involving recriminations, 
charges, countercharges and name 
calling in the public press. 


e “One means of transportation 
claims that it is the only one that 
pays its way; that its competitors 
are subsidized in one fashion or 
another. 

“Another transport instrumen- 
tality declares that its competitors 
are out to eliminate competition 
and hog all its business. 

“Still another digs back into the 
last century and ferrets out un- 
savory practices charged to their 
competitors and parades the evi- 
dence before the public to start up 
new animosities. 

“In normal times we take these 
negative expressions of rivalry in 


stride. From the standpoint of the 
public interest they are harmless 
and perhaps it is a good idea to let 
the antagonists vent their feelings | 
and air their gripes. 

“But the colossal task which the | 
defense emergency imposes upon 
our internal transport media will 
require the engagement of the col- 
lective efforts and continuing co- 
operation of all segments of the) 
transportation industry, and I| 
have some doubts that this high 
level of cooperative endeavor can 
be attained in an environment of 
acrimony. 

“For that reason, we in the De- 
fense Transportation Administra- 
tion would welcome a moratorium 
on this type of public expression 
until the nation has attained the | 
expansion of transport capacity 
which is essential to its safety.” 


Hotpoint Uses Direct Mail 
Direct mail for dealers, involv- 
ing more than 4,000,000 pieces, is 
being used by Hotpoint Inc., Chi- 
cago, division of General Electric | 
Corp., for its lines of kitchens and | 
home laundries. Four-color folders | 
in plain envelopes, being mailed in | 
April, May, June, September, 
October and November, empha- 
size time and work saving advan- 
tages of the appliances. Dealer 
identification can be added to the 
folders. Point of sale pieces tie in 
with the campaign, which was un- 
dertaken after success of a similar 
program last year. Brown & Bige- 


& Gray Inc., Portland steel fabri- 
cator. Trade publications will be 
used. Bell-Paris Cleaners, Port- 
land, has named the agency to 
introduce its new climate control 
storage vaults for furs and woolens. 
Newspapers, radio and direct mail 
will be used. Segar also is handling 
a campaign for Northwest Machine 
Works, Portland, to introduce the 
company’s new industrial portable 
boom-type loader. Direct mail will 
precede trade publication ads. 


Tony Moe Joins Station KTSL 
Tony Moe, formerly director of 
sales promotion for Station KNX, 
Los Angeles, and for the Columbia 
Pacific Network, has been named 


merly sales promotion manager of 
CBS affiliate Station KSL, Salt 
Lake City, will replace Mr. Moe at 
KNX-CPN. 


Duplate Canada Promotes 
Ways in which safety glass helps 
prevent industrial accidents and 
motoring injuries are described in 
an institutional campaign by Du- 
plate Canada Ltd., Toronto manu- 
facturer of safety glass. Canadian 
business papers and 17 dailies are 
carrying the 400-line copy. McKim 
Advertising is the agency. 


KGIL Joins Broadcasters 


Station KGIL, San Fernando, 
has joined the Southern California 


Ed Macon, formerly vice-presi- 
dent and art director of Walter 
Weir Inc., has been appointed art 
director of Cunningham & Walsh, 
New York agency. 


Badger & Browning Appointed 

Sanna Dairies, Madison, Wis., 
has appointed Badger & Browning 
& Hersey, New York, to handle 
consumer advertising and mer- 
chandising of Sanalac. 


Jacoby Names Lippit Agency 
Meyer Jacoby Corp., New York 
manufacturer of doll and manne- 
quin wigs, has appointed Jules 
Lippit Advertising for trade pub- 
lication and direct mail promotion. 


the Salt Lake City Bees baseball 
team, over Station KDYL-TV. 


James F. McCulley Named 

James F. McCulley, partner in 
Agency Lithograph, Portland, Ore., 
has been named plant superintend- 
ent. 


BLACK LIGHT 


point + sales Cc A | * 4 a »y ** 


CHOSEN TO FIT 


Miss Lorraine Jameson, Hosiery Buyer at The Halle 
Bros. Co., one of Cleveland's finest department stores, 
men out the qualities of Belle Sharmeer Hose to 

er star radio salesman, Bill Mayer of WGAR. Halle’s 
and Belle Sharmeer carefully selected the “Mayer of 
the Morning” to carry their sales message to WGAR's 


four million friends in Northern Ohio. 


SUMMER RADIO INSTITUTE 


Western Reserve University and 


CATCH THE BEST! 
Colorful WGAR billboards catch the eyes of pedestrian and 
auto traffic to make nearly 24 million impressions each month. 
These outdoor boards are one of WGAR's many promotional 
activities attracting listeners for your sales story. 


TOWN AND COUNTRY 

Bob Smith, WGAR's farm 
editor, has a background in 
farming that makes him a 
farmer's radio man. His pro- 
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if 


: 


low, Chicago, is handling the pro- WGAR co-operate to offer high ram, “Town and Country”, 


motion. school students in the Cleveland a ne yp beng fer . 
Lindsley Joins Federal area an opportunity to learn all available for sponsorship. 


phases of radio, as WGAR turns its 
studios into classrooms for practical 
instruction by station personnel. 
WGAR is in a class by itself when it 
comes to community service. 


Van Sinderen Lindsley Jr., for- 
merly assistant to the president 
of Kircher, Helton & Collett, Day- 
ton, O., has been named account 
executive of Federal Advertising 
Agency, New York. Mr. Lindsley 
will direct American Safety Razor 
Corp. and Doeskin Products ac- 
counts. 


Reach a 3'» million dollar 
rural marke: served by 
WGAR. Harvest results! 
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.. AMERICA’S GREATEST ADVERTISING MEDIUM im 


WGAR Cleveland /: 
ces 


% Represented Nationally by 


~" Edward Petry & Company 


po 


Hayes-Te Corp. Names Argus 

Hayes-Te Equipment Corp., 
Hartford, Conn., manufacturer of 
agricultural equipment, has named 
Argus Associates, New Haven, as 
its agency. Business publications 
and direct mail will be used. 


50,000 WATTS .. - 
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Atlanta Group Joins AANR 

The Atlanta chapter of the 
American Assn. of Newspaper 


Representatives has been granted 
membership in the national chap- 
ter of the AANR. Officers of the 
new chapter are: Hugh Wood, 
Reynolds-Fitzgerald Co., president; 
Gordon Hewell, John Budd & Co., 
vice-president; Don Waddington, 
Branham Co., secretary, and Mrs. 
Myrtle Thompson, General Adver- 
tising Service, treasurer 


Mohawk Names Luckoftt 


Mohawk Liqueur Corp., Detroit, 
has appointed Luckoff, Wayburn & 
Frankel to handle advertising for 
its liqueur and brandy lines. News- 
papers, trade publications, direct 
mail and car cards will be used 


Moonshiners Coddled by Lax Enforcement 
of Tax Laws, Says President of Calvert 


New York, May 29—The only 
sound way to boost liquor tax col- 
lections is by strengthening law 
enforcement against moonshining, 
and not by raising the spirits ex- 
cise rate. 

That's the belief of W. W. Wach- 
tel, president of Calvert Distillers 
Corp. Mr. Wachtel’s recommenda- 
tion appears in a revised study he 
made called “A Plea for Sane Liq- 
uor Taxes,” released by his com- 
pany. The study indicates that 23,- 
000,000 gallons of moonshine were 
sold in the U.S. in fiscal 1950. 

Mr. Wachtel says the bootlegging 


if READY-TO-STICK 


TAPES 


tape 


easily—keeps 
cellophane or paper tapes 


MARK’ ANDY, INC. 


153 W. Argonne Dr. 


available in rolls or 
St. Louis 22, Mo. Assorted color: ' 


STICK TO THE JOB 


Extra sales for you with printed pressure sensitive 


Gets your message up 
it up. Cloth, 


strips. 
‘S and sizes. 


business has grown since World 
War II because of the high tax on 
liquor. “No other industry has 
ever faced such a serious illicit 
threat to its operations.” 

Federal anti-moonshining en- 
forcement, he asserts, has become 
inadequate in the past few years. 
Moreover, he says, the high tax 
has been giving illicit operators an 
increasing advantage in competi- 
tion with the legal liquor industry, 
reflected in declining tax collec- 
tions. 

The study urges an end to “cod- 
dling the bootlegger with thought- 
less tax increases” and proposed 
instead that a greater investment 

| be made in law enforcement. 


} 
| Jack Echelson Promoted 


Jack L. Echelson, advertising 
manager of Post News, Hartford 
sports-entertainment tabloid, has 
| been given the additional duties of 
| production manager. 


Five Appoint FitzGerald 


Following acquisition of Gold- 


smith Co., Providence agency, 
FitzGerald Inc. has been appointed 
to handle the following accounts: 
United Public Markets, Rhode 


Island and Massachusetts super-| 


market operators, using radio and 
television; Atlantic Tubing & Rub- 
ber Co., Cranston, R. L, using 
trade journals and direct mail; 
DuPont Retail Service Store, using 
radio; VanDell Corp., jewelry 
manufacturer, using trade jour- 
nals, and Marvel Jewelry Co., 
using trade journals 


R. 1. Fair Appoints Agency 

Advertising Associates Inc., 
Providence, R. I., has been ap- 
pointed to handle advertising and 
management of the Rhode Island 
State Fair Assn., Kingston, R. I. 
Radio, newspapers and direct mail 
will be used. 


Monroe Names Olian Agency 
Olian Advertising Co., Chicago, 
has been appointed agency for 
Monroe Chemical Co., Quincy, IIl., 
manufacturer of Putnam dyes and 
Mary T. Goldman hair coloring. 
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U.S. Patent 1948 


Eiinson-Freeman Co. 


‘lurning pages 


... tell a continued story 
... pull a big audience 


Mentally-mobile Lithographers 
Starr & Borden Aves., Long Island City, N. Y. 


Ideas don’t care where they come from! 
... A machinist in Los Angeles brought us 
this idea for the Turning Book display. 
Aside from the small motor mechanism, 
there is no metal in the construction . . . all 
board, very economical to produce—far 
lower in cost than any similar animated 
display, and can be produced in quantity 
to fit your display budget. 

The advantages are obvious .. . four 
displays instead of one, four opportunities 
to get your message to the viewer. 


It’s an animated display . . . the turning 
pages catch the attention of the passerby, 
and hold the interest of the observer 
through the whole series of messages. The 
consumption of current is negligible. 


It operates continuously without 
attention, day and night if desired. It 


can be used to document and demonstrate 
product advantages, reinforce the efforts 
of salespeople, identify merchandise on 
display, and divert the attention of floor 
trafic to your merchandise. 

This mobile book is one of the best 
buys in display today . . . It has been used 
successfully by Crosley. Schenley reports 
terrific dealer interest and acceptance... 
We'll be glad to show you this display, 
and other animated displays which do 


more work, multiply the advertiser’s 
return from the display dollar! 


Advertising Age, June 4, 1951 


House Magazine 
Institute Slates 


Annual Conference 


New York, May 29—Presenta- 
| tion of the first annual communi- 
| cations achievement award spon- 
sored by the House Magazine In- 
stitute, together with panel sessions 
on the techniques of editing and 
producing house organs, will fea- 
ture the 12th annual conference 
of the institute June 14 at the 
Roosevelt Hotel. 

The institute’s first annual 
award for achievement in indus- 
trial communications will be pre- 
sented to Standard Oil Co. {New 
Jersey) and will be accepted by 
F. W. Abrams, board chairman of 
the company. 

Following the presentation there 
will be talks by Howard Chase, 
director, public relations, General 
Foods Corp., and Ralph Delahaye 
Paine Jr., managing editor of For- 
tune. 

This will be followed by a dis- 
cussion period and a_ business 
meeting at which officers for the 
ensuing year will be elected. 


ws At the morning session, three 
clinic periods will be held. At the 
session on internals, Steve Smoke, 
supervisor, employe publications 
service, Hill & Knowlton, will act 
as moderator. Fred Neal, member, 
research and planning section, em- 
ploye relations policy division, 
General Electric Co., and Allan 
Perry, adviser on employe publi- 
cations, E. I. du Pont de Nemours 
& Co., will discuss economic un- 
derstanding as a morale factor in 
national defense. 

The clinic on externals will have 
John E. Davis, editor, “Shell Prog- 
ress,” Shell Oil Co., as moderator, 
and will hear talks by Robert C. 
Bullen, editor, “Monsanto Maga- 
zine,” Monsanto Chemical Co., and 
Clarence Dykeman, editor-in-chief, 
dealer publications, Ford Motor 
Co. 

The production clinic will have 
as moderator Larry Schwartz, 
partner, Wexton Co., and a mem- 
ber of the advisory board, U.S. 
Marketing Council. George de 
Mare, managing editor, “WE,” 
Western Electric Co., and A. F. 
Oakes, president, Charles Francis 
Press, will be among the speakers. 


Kroehler Promotes Furniture 
Kroehler Mfg. Co., Naperville, 
IlL., will spend $225,000 this sum- 
mer to promote a national sale of 
its furniture. The campaign will 
open in the July 11 issue of The 
Saturday Evening Post, and sub- 
sequent ads will appear in Better 
Homes & Gardens, House Beautiful, 
House & Garden, Ladies’ Home 
Journal, Life, Living for Young 
Homemakers and Woman's Home 
Companion. Newspapers, radio, di- 
rect mail and point of sale material 
also will be used. Henri, Hurst & 
McDonald, Chicago, is the agency. 


Pulse Expands Services 

Pulse Inc., New York, has an- 
| nounced it will be reporting regu- 
| larly on radio listening in 51 mar- 
| kets by the end of this year. Latest 
' cities added to the list are Detroit 
and Atlanta, which were covered 
in the March-April studies. TV re- 
ports in 20 markets will be avail- 
avle by December, 1951. 


Canada Wire Names Walsh 

Canada Wire & Cable Co., To- 
ronto, has named Walsh Advertis- 
ing Co. to handle direct domestic 
and export advertising for all its 
divisions. 


Heinz Uses New Bottle 

H. J. Heinz Co. of Canada, To- 
ronto, is marketing Heinz vinegar 
in a new bottle, which is more 
compact and easier to handle and 
display. 


Pearson & Morgan Adds Pascoe 

Pearson & Morgan, Seattle agen- 
cy, has changed its name to Pear- 
son, Morgan & Pascoe. 
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PHOTOGRAPHIC REVIEW OF THE WEEK 


CHIEF HOPE FANS—This backstage shot during recent Frigidaire TV show found 
Bob Hope talking things over with L. A. Clark (left), assistant general sales mano- 
ger of Frigidaire, and F. H. Peters (right), Frigidaire’s ad 


HAIL FELLOWS—Harold Fellows (at mike), new president, National Assn. of Radio 

and Television Broadcasters, bows out as president of Radio Executives Club of 

Boston by presenting these new club officers: Top row, trom left: Rudolph Bruce, od 

, New England Coke Co., treasurer; Wilmer C. Swartley, general manager, 

weBzZ, “Ist vice-president; and Paul Provandie, Hoag & Provandie, secretary. Bottom 

row: Elmer Kettell, Kettell-Carter, station tati 2nd vice-president; Mr. 
Fellows, and Edmund J. Shea, James Thomas Chirurg Co., president. 


HORN-TOOTER HORNS IN—Clorabell, Howdy Doody’s clown, 
somehow got into the oct at a recent Louisville Advertising Club McCarthy, 
luncheon, With the TV comic were (from left): A. P. Bondurant, 


RETURNING THE FAVOR—Eight yeors ogo Maurice H. Umans 
(left), while a Gl on Guadalcanal, received one of the first trans- 
fusions of blood plasma processed from blood volunteered by 
civilions back home. Lost week civilion Umans, now copy chief of 
Paris & Peart agency, New York, not only returned the favor, 


PERFECTION—Maybe thot’s what model 

Peggy Smith thinks of this life-size dis- 

play piece being used by Perfection Stove 

Co. Display made by Bielefeld Studios 

and McCandlish Lithograph Co. uses bril- 
liant Day-Glo inks. 


vice president and advertising director, Glenmore Distilleries; 


end Horry 


but persuoded six other veterans in the agency to do the same. 
lined up behind Mr. Umans, on the table, are (from left): Ed- 
word Almgren, an art director; John Milligon ond Joseph Shor 
key, artists; Theodore Blumberg, traffic department, and Fred- 
erick Lief and Howard Dickstein, assistant account executives. 


HOW THEY DO IT IN VIENNA—The window dresser in Vienna finds his job much 
easier with this store window. An assistant merely pulls out the whole front window 
of this Kartner Strasse shop and everything is within easy reach. (Acme Photo.) 
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FAMILY MEMBERS—Duncon Hines (second from right), author of “Adventures in 

Good Eating,” discusses the Hines-Paork Foods line bearing his name at the 10th 

annval Duncan Hines Family Dinner in Chicago, which was attended by 700 restau 

rateurs. With him were (from left): Oscor D. Norling, Gardner Advertising Co., 

St. Lowis; Joseph Weaver, ad monager, Duncon Hines Div. of Nebrasko C lidated 

Mills, Omaha; ond J. Allon Mactier, general manager of Nebrasko C lidated s 
Hines division. 
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Peterborough Adclub Elects 


H. B. Cowan Jr., circulation 
manager of the Examiner, Peter- 
borough, Ont., and the Kingston 
Whig-Standard, has been clected 
president of the Peterborough 
Sales and Advertising Club. Other 
officers elected are: Russ Baer, 
Station CHEX, vice-president, and 
Al Wilson, Canadian Bank of Com- 
merce, secretary 


No Charge for Council Mats 

The Advertising Council, New 
York, has announced that it does 
not charge newspapers for mats 
on its campaigns. George P. Lud- 
lam, vice-president, said there 
seemed to be some misunderstand- 
ing about the group’s recently in- 
stituted newspaper mat service. 
“All mats are free,” he stated. 


FRc Cc HERAR, 
Fallon 


STATE BUILDING 2 
york | *  LONGACRE 466348 


Geare-Marston Finds Wholesale Inventories 
Cause Less Worry Than Fears of Shortages 


PHILADELPHIA, May 29—While 
most inventories are higher today 
than at this time last year, whole- 
salers feel that inventories are not 
out of line with sales. In fact, in 
most cases, the ratio of inventory 
to sales has been sharply lowered 
since a year ago. 

These facts were uncovered by 
the research department of the 
Geare-Marston agency in a sur- 


hardware items. 

The survey uncovered that hard- 
ware wholesalers, in fact, have re- 
ceived far more guarantees against 
price declines on goods since the! 
first price regulations were ated 


than have other wholesale trades 
covered by the survey. These guar- 
antees have served to restore con- | 
fidence to the wholesaler and| 


vey of distributor reaction to new 
price ceilings. 

Chief worry of wholesalers is 
not the extent of possible inventory 
losses on moderate price roll- 
backs, according to the survey. 
| They are more concerned over the 
availability of merchandise in the 
months ahead. Many interviewed 
fear shortages of goods might force 
them out of business. Many whole- 
salers for this reason have been 
stockpiling goods; no stockpiling, 
however, is being attempted on 
readily available goods, such as 


thence to chains and retailers, 
Geare-Marston reports. 


Blue Grass Sells Stock 


Part of the stock of the Blue| 
Grass Broadcasting Co., operator | 
of Station WVLK, Versailles, Ky., 
has been sold by Baseball Com- 
missioner A. B. Chandler, Drake 
C. Naive and others, to Garvice D. | 
Kincaid, John E. Perkins and 
Frank G. Trimble, all of Lexing- 
ton. Mr. Kincaid succeeds Mr. 
Chandler as president of the com- 
pany. Mr. Perkins has been named 
vice-president, and Mr. Trimble, 
secretary -treasurer. 


ATLANTA SHOW-—Harry F. O’Brien (left), executive v.p. of O’Brien & Dorrance 

and prexy of N. Y. Art Directors Club, voices his congratulations on success of the 

first exhibition of advertising art and design by the Art Directors Club of Atlanta. In 

center is Harold Torgesen, art director, Freitag Advertising Agency, who heads the 

Atlanta club, and at right is Bill Woolen, chairman of club’s exhibit committee. 
Mr. Woolen has just resigned as art director, Rich’s Store for Homes. 


Continental Names Brichta 

Edward J. Brichta, in the sales 
department of the industrial air- 
cooled engine division of Conti- 
nental Motors Corp., Muskegon, 
Mich., has been named sales man- 
ager of the division. 


did this car 
come trom? 


Most of us think that 
from big auto-making citi 


But the fact is, new automobiles are 
assembled in these cities—but their hun- 
dreds of parts come from every state in 


the union! 
Bringing in these parts 
of expert timing. A few 


567-890 | 
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can slow up production seriously. A few 
missing doorhandles can stop an assembly 
line! 


But the auto makers never let that line 
stop. They keep their cars rolling by using 
the speed of planes. They bring in needed 
parts by Air Express! 


Where 


profit-making 


Today, with increased production for 
defense, Air Express speed helps keep the 
tanks and planes rolling, too. Whatever 
your business, here are the unique ad- 
vantages you can enjoy with regular use 
nin cies Gneee of Air Express: 
es. IT’S FASTEST — Air Express gives the 
fastest, most complete door-to-door pick 
up and delivery service in all cities and 
principal towns, at no extra cost. 


IT’S MORE CONVENIENT —One call to 
Air Express Division of the Railway 
Express Agency arranges everything. 


involves plenty 
missing piec es 


GRAND CANYON STATE 


IT’S DEPENDABLE — Air Express pro- 
vides one-carrier responsibility all the way 
and gets a receipt upon delivery. 


IT’S PROFITABLE— Air Express expands 


opportunities in distribu- 


tion and merchandising. 


For more facts call Air Express Division 
of Railway Express Agency. 


-9AR EXPRESS 


GETS THERE FIRST 


Survey Gives Data 
on Men’‘s Wear Sales 
in Pittsburgh Area 


PittsBuRGH, May 29—There is 
a definite relationship between a 
man’s income and how much he is 
likely to pay for a shirt, shoes or 
a suit; but practically no connec- 
| tion between his income and the 
| average price he pays for under- 
| wear, according to a study of the 

men’s wear trade just completed 
| by the Research Bureau for Retail 
| Training of the University of Pitts- 
| burgh. 

Data contained in the study was 
derived principally from some 400 
families that make up the Pitts- 
burgh Consumer Panel, which re- 
ports regularly on all purchases of 

| apparel and home furnishings. 

The study reveals that princi- 

| pal department stores in the Pitts- 
| burgh area did considerably less of 
| their men’s furnishings business 
| with men under 30 than the down- 
|town specialty stores during the 
| four years (1947-1950) covered by 
the study. Department stores, on 
the other hand, were relatively 
stronger in catering to the furnish- 
ings needs of men over 30. 


s The five downtown department 
stores made 28% of their apparel 
sales for cash, 65% were charge 
sales, and only 7% were instal- 
ment. Downtown specialty stores 
did 74% of their apparel business 
on a cash basis, 16% on charge 
}and 10% on instalment. 

Other sections of the study cov- 
er the types of men’s wear items 
purchased in combination with 
| suits and shirts, sales lost by stores 
|}in this area, and average prices 
paid for principal types of mer- 
chandise. 

An introductory chapter traces 
the general trends in the men’s 
wear trade of the nation from pre- 
| World War II days through 1950. 
The subjects covered include de- 
partment store sales of men’s wear; 
specialty store sales; primary 
| changes in male population; pro- 
| duction of various items of men’s 
| wear, and a summary of key mer- 
| chandising and operating data. A 
| limited number of copies are avail- 
| able at $1 each from the research 
} 


bureau at the university. 


| 
| 
| Ross Roy Elects Two V. P.s 
John L. Thornhill, account ox- 
| ecutive of Ross Roy Inc., Detroit, 
| has been elected a vice-president 
of the agency. William W. Shaul, 
copy chief for sales, service and 
| industrial materials, also has been 
elected a vice-president. Homer 
| F. Magers, formerly with Marshal 
Templeton Inc., has joined the 
|}agency as assistant manager of 
| the technical art section. 


Wing Co. Names Frank Story 

Frank Story, formerly on the 
staff of Metal-Working, has been 
appointed publicity manager to 
handle advertising and sales pro- 
motion of L. J. Wing Mfg. Co., 
Linden, N. J., manufacturer of 
heating, ventilating and combus- 
tion equipment 
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Advertising Age, June 4, 1951 


Ad Opportunities in 
Mobilization Period 
Theme for AFA Meet 


New York, May 31—Advertis- 
ing’s opportunities in a mobiliza- 
tion economy will be the central 
theme at the 47th annual con- 
vention of the Advertising Federa- 
tion of America, June 10-13, at the 
Chase Hotel, St. Louis. 

Edward W. Barrett, assistant 
secretary of state for public af- 
fairs, will be the principal speaker 
at the closing session. As the gov- 
ernment official directly charged 
with responsibility for the “Voice 
of America,” he will explain the 
efforts and objectives of the use 
of radio propaganda by the State 
Department. 

Brig. Gen. Frank Howley, for- 
mer American commandant in 
Berlin, and now vice-president of 
Aitkin-Kynett Co., Philadelphia 
agency, will discuss the “World 
Picture” at the opening session 
June 11. 

Secretary of Commerce Charles 
M. Sawyer, and Millard Caldwell, 
Civil Defense Administrator and 
former governor of Florida, are 
other government speakers who 
will appear at this year’s AFA con- 
vention. 


es Other highlights will include a 
panel on television on which the 
following are scheduled to appear: 
George Burback, general manager, 
KSD-TV, St. Louis; Louis A. Haus- 
man, vice-president, sales promo- 
tion and advertising, Columbia 
Broadcasting System, New York; 
Don L. Kearney, Katz Agency, 
Baltimore; Don McClure, head of 
radio-TV production, McCann- 
Erickson, New York; Newman Mc- 
Evoy, vice-president and media 
director, Cunningham & Walsh, 
New York; John A. Thomas, head 
of TV account service, Batten, Bar- 
ton, Durstine & Osborn, New 
York; and Louis Westheimer, pres- 
ident, Westheimer & Block, St. 
Louis. 

Concurrent with the session on 
TV advertising there will be de- 
partmental meetings on retail ad- 
vertising and on industria] adver- 
tising. 

A cocktail party for those at- 
tending the convention will be 
held on the afternoon of the open- 
ing day, Sunday, June 10, with the 
three St. Louis newspapers, Globe- 
Democrat, Post-Dispatch and Star- 
Times as hosts. 

Other events on the social pro- 
gram include an evening at the 
Municipal Opera, a “trademark” 
costume party, and the annual din- 
ner and dance. 


RCA Sets Portable Drive 


RCA Victor is using space in the 
May issues of Army Times, Col- 
lier’s, Coronet and Life, and June 
issues of Ebony and Extension for 
its 1951 portable radio sales pro- 
motion campaign. Radio and tele- 
vision spots will supplement the 
drive, which features the slogan, 
“good company anywhere.” The 
campaign is pushing four portables 
and a portable 45rpm phonograph. 
J. Walter Thompson Co. is the 
agency. 


JWT Branches Add 3 Clients 


Industrias Pneumaticos Fire- 
stone (Firestone Tire & Rubber 
Co.) and Casa Anglo Brasileira 
S. A. (Brazil's largest department 
store, known as Mappin’s) have 
appointed J. Walter Thompson Co. 
do Brazil as their agency. Kool 
Blinds Ltd., maker of venetian 
blinds, has appointed J. Walter 
Thompson Co. South Africa Ltd. 


Appoints Clark & Elkus 


Clark & Elkus, Sacramento, Cal., 
has been appointed to handle ad- 
vertising of the 1951 California 
State Fair, to be held in Sacramen- 
to from Aug. 30 to Sept. 9. A 
budget of $40,000 will include use 
of regional newspapers, radio, 
outdoor and transit. 


| Hugh Feltis Opens Radio-TV 
Consultant Service in Seattle 


Hugh Feltis, recently manager 
of Station KING-AM & TV, Seat- 
tle, opened a radio-TV consult- 
ing service June 1 at 705 Central 
Bldg., Seattle 4. 

Mr. Feltis will operate as man- 
agement consultant for stations 
and will help process applications 
for TV permits. He will also un- 
dertake special research projects 
for radio and television. 


| 


| Dominion Stores Reports 


In its annual report, Dominion 
Stores, Toronto, states sales for the 
fiscal year ending March 17 at 

74,184,854, as compared with $64,- 
247,186 for the previous year. Net 
earnings of $1,723,098, resulting in 
$1.36 earned per share, topped last 
year’s $1,479,517 and share earn- 
ings of $1.17. 


First Agency Group Adds 2 
King, Ackerman, Deckard & 
Burch, Phoenix and Tucson, and 
Silton Bros., Boston, will be in- 
ducted into the First Advertising 
Agency Group at its annual con- 
ference in Detroit, June 6-9. 
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PIG TALE—Schreiber Mills Inc., St. Joseph, 
Mo., elected to tell the story of nine little 
pigs and how they went to market, to 
promote its lassy hog feeds. The two- 
color ad, in the May 19 issue of Wallaces’ 
Farmer & lowa Homestead, was placed 
Buchanan-Thomos Advertising 


Co., Omaha. 


Federated Executive V. P. 

Ralph Lazarus, vice-president 
jin charge of merchandising and 
| publicity of F. & R. Lazarus & Co.., 
| Columbus, O., has been named 
executive vice-president of Fed- 
lerated Department Stores, one of 
| the nation’s leading retail groups 
| Federated includes Lazarus in 
|Columbus; Abraham & Strauss, 
| Brooklyn; Bloomingdale’s, New 
| York; Filene’s, Boston, and other 
| stores. 
| Meanwhile, in Columbus it was 
announced that Charles Y. Laza- 
rus, formerly vice-president in 
charge of services and personnel 
of Lazarus & Co., has been pro- 


| Ralph Lazarus Becomes 
| 


moted to the new post of executive | 


vice-president. 


Sheer Silk Promotes Hose 

Sheer Silk Hosiery Mills Ltd., 
Sherbrooke, Quebec, is using dai- 
lies in Ontario and Quebec and a 
Newfoundland weekly to promote 
its Sheer-Tex hosiery. Quarter- 
page copy is scheduled for English 
and French language women’s 
magazines. The Montreal office of 
MacLaren Advertising Co. is hand- 
ling the campaign. 
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Tom Peterson Joins Pearson 

Tom Peterson, formerly vice- 
president of the Chicago office of 
Taylor Co., has joined the Chicago 
branch of John E. Pearson Co. 
Both concerns are station repre- 
sentatives. 


Portland Ink Plant Moves 

The Portland, Ore. plant and 
office of International Printing 
Corp. has moved to larger offices 
at 1525 N. W. 23rd Ave. 
} 
| 


Money in Dixie 
|THE SOUTH IS GOING MODERN 
with a bang! The wise boys are push- 
ing blue c = into this market, and 
cashing in. SOUTHERN FARMER 
reaches the ‘‘cream of the crop”’ in 
| the Southland at a lower cost-per- 
| thousand than any other farm publi- 
| cation. Get the facts and figures today. 
| They're exciting if you’re looking for 
ad-action. Send your letterhead. 


SOUTHERN FARMER 
_ 737 N. Michigan Ave., Chicago 11, lll 
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By STANLEY <. COHEN 


Fishing Rods to Fountain Pens; 
Manufacturers Are Confused 

WasHINGTON, May 31—-Consumer 
goods industries are uneasy about 
their immediate future. In theory, 
they will have steel, copper and 
aluminum for third quarter, 1951, 
use—but under the “open end” 
Controlled Materials Plan now be- 
ing established they have it only 
if they can find it. 

When NPA decided to try “open 
end” CMP, it was confident the 


Waeachi 
, Ww 


Editor 


pool of unallotted materials 
would easily support the durables 
industries. A quick look at the 
40,000 to 50,000 CMP applications 
now pouring in from essential in- 
dustries has some officials wonder- 
ing. 

Inevitably, a good many weeks 
will pass before NPA knows ex- 
actly how much material it will 
assign to these essential industries. 
Meanwhile, everyone from fishing 
tackle to fountain pen makers is 


telling NPA he cannot survive un- 
less he is permitted to file for a 
CMP allotment. 

NPA Chief Manly Fleishmann 
wants the durable goods industries 
to struggle along, at least for this 
quarter. He promises help if the 
going gets too rough. There’s a 
growing feeling that he will take 
the durable group into CMP once 
the plan is operating. 

e se . 

Sen. Edwin C. Johnson (D., 
Colo.) was in a holiday mood Tues- 
day as his interstate commerce 
committee held open hearings on 
the reappointment of Wayne Coy 
as chairman of the Federal Com- 
munications Commission. 

While Sen. Johnson and Mr. Coy 
don’t always see eye to eye, they 
get along together. “Big Ed” has 
had a more than casual interest in 


FCC’s color TV hearing. And be- 
fore him Tuesday was the man 
whose conduct of that hearing had 
just been thoroughly vindicated in 
a clear cut decision of the Supreme 
Court. 

Though notice had been issued 
of the Coy hearing, only Sen. War- 
ren Magnuson (D., Wash.) showed 
up. Sen. Homer Capehart (R., 
Ind.) had some questions, but fate 
decreed they would go unasked: 
He and Sen. Charles Tobey (R., 
N. H.) were before the banking 
and currency committee quarreling 
over a 1947 report, exposing rela- 
tionships of the RFC and Baltimore 
& Ohio Railroad. 

Senators Johnson and Magnu- 
son asked Mr. Coy routine ques- 
tions. As the hearing broke up, the 
FCC chairman got an unusual 
tribute. 
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MORE REAL ESTATE LINAGE. The Star carries more real 
estate display advertising (1,041,593 lines in 1950) than 


any other Washington 


paper. Home-minded readers 


(thus home-furnishings-minded) also see ....... 


No Matter How You Look at it... 


MORE HOME FURNISHINGS LINAGE, (appliances, furniture, 
radio, TV, etc.), national and local, than in any other 


Washington paper. 


The Star gives national advertisers 


more local follow-through in this big home market. 


No. 1 in the Nation’s Capital 


The Washington Star 


Evening anc 


THE 


1 Sunday Morning Editions 


EVENING STAR BROADCASTING COMPANY OWNS AND 


Represented nationally by: O'Mara and Ormsbee, Inc., 420 
Lexington Ave., NYC 17; The John E. Lutz Co., Tribune 


Tower, Chicago 11. Member: 


Bureau of Advertising, 


ANPA Metropolitan Group, Audit Bureau of Circulation. 


OPERATES STATIONS WMAL, 


WMAL-FM AND 


WMAL.TV 
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“I am grateful,” Sen. Johnson 
said, “that you agreed to accept re- 
appointment. In my opinion, you 
have the finest concept of public 
interest of any person who comes 
here as a nominee for any commis- 
sion.” 

. ~ o 

Washington outposts for some 
of the retail groups interested in 
resale price maintenance are giv- 
ing a “go slow” signal. While they 
feel present fair trade laws are 
virtually unenforceable as a re- 
sult of the Supreme Court's deci- 
sion nullifying the so-called “non- 
signer law,” fair trade experts say 
“the climate is not right for legis- 
lation now.” 

* . . 

Just about everyone agrees that 
Congress cannot write a new De- 
| fense Production Act before June 
| 30, so chances are the present act 
| will be extended 60 to 90 days, 
| maybe more. Banking and curren- 
cy committees studying renewal 
are blanketed with protests and 
suggestions which complicate the 
job. 

House banking committee heard 
auto and durables groups blast 
Federal Reserve Board Regulation 
W this week: Learned that Rep. 
Wright Patman (D., Tex.), potent 
small business spokesman, will 
try to write an amendment liberal- 
izing credit rules. Auto dealers say 
the pay period should be increased 
from 15 to 18 months, but Rep. 
Patman raises the ante. He says he 
wants 21 months minimum for cars 
and appliances. 

* : e 

Census Bureau doubts the old 
saw, “the rich get richer, and the 
poor have children.” 

A special tabulation (P-60, No. 
8) shows 7,000,000 of the nation’s 
42,253,000 children (under 18) are 
in families with incomes over 
$5,000. Of the 11,000,000 children 
in families with incomes under 
$2,000, nearly half are on farms 
where cash is not the sole test of 
income. 

Census found 11% of U.S. chil- 
dren are in families with incomes 
under $1,000; and that the “under 
$1,000" family group is 12% of all 


families. Also, that roughly a 
fourth of U. S. children are in 
families with incomes’ under 


$2,000; that families with incomes 
under $2,000 are a fourth of all 
families. 

There's one fly in the ointment: 
| Census concedes that low income 
| groups include larger proportions 
of families with three or more 
| children. 


| 

| 

Julius Kayser Reorganizes 

| Julius Kayser & Co., New York, 
hosiery and underwear manufac- 

| turer, has made three changes in 

| its executive personnel. Albert G. 
Flume has retired from the post 

|of treasurer of the parent com- 
pany and director and officer of 
its subsidiaries. William B. Terry 
has been appointed treasurer of 

|} the parent company and certain 

| subsidiaries. John J. Murphy suc- 

|ceeds Mr. Terry as general sales 
manager in charge of domestic 

| Sales. 


| LaBlonde Takes Special Job 


| Robert LaBlonde, vice-president 
;}and public relations director of 
| Foote, Cone & Belding Interna- 
|tional, has been given a _ six 
| months’ leave of absence to handle 
a special assignment with the 
| State Department. He will serve 
|/as consultant on _ information 
activities and the “Voice of Amer- 
ica.” 


Cleworth Publishing Moves 


Main offices of Cleworth Pub- 
lishing Co. have moved from New 
York to larger quarters at.22 W. 
Putnam Ave., Greenwich, Conn. 
The eastern advertising sales staff 
of Power Equipment, a Cleworth 
)  caeaaae remains at 551 Fifth 

ve. 


Changes Name to Regal Ware 

Kewaskum Utensil Co., Kewas- 
kum, Wis., manufacturer of kit- 
|chen utensils, has changed its 


‘name to Regal Ware Inc. 
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SIGN HAPPY—B. B. Kimball (center), advertising manager of Pontiac Motor division, 
General Motors Corp., was greeted with this display, representing the 8,400-odd Pon- 
tiac signs being used by the company in its fifth year of highway advertising, when 


he visited the Woukesh 


Noth 


Wis., bh 


left is H. R. Larson, National's director of sales; at right 


vi 


fund at M 


Pontiac's perati 


| Advertising Co. On his 
is Steve Lukacs, director of 


John & Adams, Pontiac's agency. 


Deliverers Union's 
Contract Suit Based 
on Nine Key Words 


New York, May 29—Suit was 
filed yesterday in the state su- 
preme court by the Newspaper & 
Mail Deliverers Union (independ- 
ent) against the Publishers Assn. 
of New York City to amend or void 
a contract entered into by officers 
of the union with the association. 
The suit is based on nine “key 
words” dealing with seniority (AA, 
May 28). 

The complaint asserts that the 
nine-word phrase was not in the 
copy of the contract when the 
union membership ratified it at a 
meeting last Jan. 28. 

Louis Waldman, attorney for| 
the union, says that the members | 
approved the contract because they | 
believed it guaranteed seniority on 
an industry-wide basis, whereas | 
the contract actually called for 
seniority on an individual publish- | 
er basis. 


@ In describing the background of | 
the dispute, Mr. Waldman says 
that one of the major stumbling 
blocks in the contract negotiations | 
had been the section dealing with 
hiring practices and _ seniority. 
When an acceptable draft was pre- 
sented to the membership, Mr. | 
Waldman said, ii read in part: “to| 
qualify for a place on any nenaery 
list, an employe shall have worked | 
for a minimum of 50 shifts in the | 
previous six months.” This draft! 
was ratified. 

However, the complaint charges | 
that, in the final version of the) 
contract, the words “for the pub- | 
lisher on whose list his name 
appears” were inserted after the 
word “worked.” | 

The suit asks the court either to_ 
strike out the disputed nine words | 
or to void the contract. 

Officers of the union, who are | 
under impeachment charges, con- 
tend that the omission of the words 
in controversy was due to a typo-| 
graphical error. 


Olin Products Co. Formed 

Olin Products Co., 270 Park 
Ave., New York, has been formed 
to distribute cellophane products of 
Olin Industries, East Alton, III. 
The new company is a subsidiary 
of Ecusta Paper Corp., Pisgah 
Forest, N. C., which in turn is a 
subsidiary of Olin Industries. 
James L. Spencer, formerly vice- 
president in charge of merchandis- 
ing of Industrial Tape Corp., a 
subsidiary of Johnson & Johnson, 
and before that a vice-president 
of Campbell-Ewald Co., has been 
elected vice-president and director 
of sales of Olin Products. 


Jordan Appoints Grey Agency _ 

Jordan Mfg. Co. has appointed 
Grey Advertising, New York, to. 
handle promotion of Sea Nymph 
swim suits. Blackstone Advertising | 
formerly handled the account. } 


Ward Names Kirk Tischler 

Kirk Tischler has been pro- 
moted to mail order sales manager 
of Montgomery Ward & Co., suc- 
ceeding the late F. M. Trimble. 


‘Cosmo’ Appoints Lambert 

Lambert & Feasley, New York, 
has been appointed to handle drug 
promotion consumer and trade ad- 
vertising of Cosmopolitan. Dona- 
hue & Coe will continue to handle 
the magazine’s circulation and 
other trade advertising. 


Annual Moderation 
Message Scheduled 
Again by Seagram 


New York, May 29—Seagram 
Distillers Corp. will run its an- 
|nual moderation message in 143 
newspapers this year, using the 
theme, “Work must come first.” 
Aimed at fathers, the ad will ap- 
pear the week of June 11. Father's 
Day is June 17. 
| Prepared by Warwick & Legler, 
| agency on institutional copy and 
Seagram’s Seven Crown, the 8- 
column by 175-line message says, 
in part: 

“Today, you, as a father, have 
two special reasons for exercising 
‘self-control and self-restraint: 

“Tie first is—good example. 
Every man starts out by being a 
hero to his son. That is why, if 
you drink, moderation in the en- 
joyment of whisky ranks so high 
among the duties of fatherhood. 
Self-indulgence can undermine 
this father-and-son relationship. . . 


Self-control keeps that relationship 
a lasting force for good in the 
boy's life. 

“The second reason is—work 
must come first. Only after the 
day’s job is dene has a man the 
right to the pleasant luxury of 
fine whisky...and then only in 
moderation.” 


YPO Sells Opportunity 


A program aimed at convincing 
youngsters that there are still 
“golden opportunities for success” 
in business is being developed by 
the Young Presidents’ Organiza- 
tion, a group of men who became 
heads of their companies before 
reaching the age of 39. Plans in- 
clude an annual student award of 
a four-week summer training 
course in a plant operated by a 
YPO member. 


Two Appoint A. M. Sneider 


Lou Goldsmith Handbag Corp. 
and Woven Products Sales Corp. 
have appointed A. M. Sneider & 
Co., New York, as their agency. 
Trade and consumer publications 
and direct mail will be used. 


61 
Miss Ney Opens PR Oftice 


Eleanor I. Ney, publicity direc- 
tor of Shappe-Wilkes, New York, 
has resigned to open her own pub- 
lic relations office at 537 W. 57th 
St. Her accounts include Ansco 
division of General Aniline & Film 
Co., Binghamton, N. Y., maker 
of photographic materials and 
equipment, and Pavelle Color Inc., 
New York, color photo laboratory. 


Powell-Grant Appoints May 

Claude G. May, formerly with 
D. P. Brother & Co. and Ross Roy 
Inc., has joined Powell-Grant Ad- 
vertising, Detroit, as an account 
executive. 


oo 


NOISE is Nor music 
and not all sounds are tones 

Bat supply us with chosen words. 

and we'll put song in your heart. 

The soands that our ads make you'!! find 

save in “New Markets’ — yours on request 


WALA, 11 E. Hubbard St., Chicago 11, i. 


You're sure of getting action when you get the Facts 
from Forbes. Whether your job is a long run or a short 
run, production only or creative-plus-production, you 
can depend on merchandising impact when Forbes does 
the work. Unique facilities in lithography, letterpress, 
web gravure, and die-stamping ... all under one roof and 
one-management control ,..are combined with long ex- 
perience and continuous study of printed merchandising 
effectiveness in all fields. You reap the benefit. To get 
the Facts from Forbes, call the Man from Forbes. 


Deliers Merchandising pact 


FORBES LITHOGRAPH CO. 


* Chtvesano » BOSTON 


* Curcaco~- 
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GOOD ENOUGH TO EAT! Tempting re- 
productions of Sunshine Hi Ho crackers 
give the Sunshine package a sales oomph 
that's irresistible. Lithographed by Forbes, 
the Sunshine wrapper is reproduced in 3 
colors, and press varnished. 
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AMERICAN BUILDER 
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read every issue of 
AMERICAN BUILDER 


advertisement 


More than 


| 92.000 


top Building 


“i Professionals read 
AMERICAN BUILDER 

P Now Aveille | 

a . 


AMERICAN BUILDER Fy 
79 West Monroe St. Chicago 3 


adaisha 


ARF Readership Study 


proves — 


Read the Advertisements 


Only 1% of the qualified 
readers did not read any 
of the ads measured in 


6), 


Specify Brands of Products 


81% of AMERICAN BUILDER 
readers are influential in 
purchasing, and specify 


Read Every Issue 


89% of home subscribers 
interviewed stated they 


16% 


Read Highest Scoring Ad 


4 76% of the qualified readers 
ei read and remembered 
e the highest scoring 


sé 


' 


BUILDER 


_ The Readbook of the 


Sls Consieuction Industry 


jin the middle market; 
jin the lower brackets, and 3% 


| vision ownership is found in the 


, journalism, 


730,800 TV Sets in 
Los Angeles Area, 
at Start of Year 


Los ANGELES, May 29—The num- 
ber of Los Angeles County tele- 
vision homes has increased 938% 
in two years, it is reported in the 
study “Characteristics of the Los 
Angeles County Television 
Homes,” made by the market 
research division of the Times- 
Mirror Co. 

The study is based on findings 
of the Los Angeles Times Con- 
tinuing Home Audit for Novem- 
ber, 1950-January, 1951, and for} 
the corresponding three months! 
of previous years. A total sample 
of 1,800 homes was audited dur- 
ing each of the periods. Findings 
were projected to 1949, 1950 and} 


PREMIUM PRESIDENT—Parlin Lillard (left), manager of the sales promotion depart- 

ment of the General Foods’ sales division and new president of the Premium Advertis- 

ing Assn., gets o firm grasp on the gavel as he accepts the office from retiring 
president John M. Davidson of Colgate-Palmolive-Peet 


1951 dwelling unit estimates for 
the 16 major economic 
which comprise the Los Angeles 
County market area. 

In 1949, 5.3% of homes had} 
sets, for a total of 70,400; in 1950. | 
23.3% had sets, for a total of| 


areas To Hoefer, Dieterich & Brown 


Silver Band Fisheries, Fort 
Bragg, Cal., packer of Silver Band 
Frozen Fish Cutlet, has appointed 
Hoefer, Dieterich & Brown, San 
Francisco, as its agency. 


Great Trails Names Karns 
Adna H. Karns, general manager 
of Station WING, Dayton, has been 
named vice-president of Great 
Trails Broadcasting Co., owner of 


i 
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Philadelphia Apparel Men 
Open Permanent Market 

Philadelphia apparel manufac- 
turers opened a permanent Phil- 
adelphia Buyer’s Market in At- 
lantic City, N.» J.. May 30. The 
inauguration of the center included 
a fashion show of nationally ad- 
vertised clothing manufactured in 
Philadelphia. Leonard F. Fellman 
& Associates handled promotion 
for the pageant. 


New Haven Adclub Elects 
Vincent M. Reynolds has been 
elected president of the Advertis- 
ing Club of New Haven, Conn. 
Other officers are: Charles E. But- 
ler, lst vice-president; Daniel W. 
Kops, 2nd vice-president; Richard 
J. Donnelly, secretary, and Clar- 
ence C. Balthasar, treasurer. 


LIQUIDATOR AND PACKAGE INSE 


pREMIUMS. ee 


PRODUCED TO FIT YOUR REQUIREMENTS 


COLOR SKETCHES, COPY, AR} 
ASK FOR SAMPLES 


COMPANY 


CHICAGO 13 


IDEAS 
AND PRODUCTION 


CARDY-LUNDMARK 


180) W. SYRON STREET . 
SPECIALTY 


PRINTERS 


320,400. The most recent audit 
showed 50.1% had sets, for a 
total of 730,800 


a “standard of living” 
it was learned 81.8% 
television homes are 
15.2% are 
in| 
“Craftsman, | 
service,” comprised 
the largest occupational group 
with sets, accounting for 43.2% | 
of the total; “professional, pro-| 
prietor, manager, clerical, sales,” 
accounted for 40.9%; the re- 
maining 15.9% of total sets were 
owned by “domestic, laborer, un- | 
employed, other.” ’ 

The highest percentage of tele- 


ein 
breakdown, 
of county 


the highest bracket. 


operative, 


20-to-49 age group, which ac-| 
counts for 80.4% of total sets. ae 
complete breakdown: 25.9% of 
those under 20 own sets, 57.3% 
in the 20-29 group have sets, 
64.0% of the 30-39 group, 55.3% | 
of the 40-49 group, 35.8% of the| 
50-59 group; 24.4% of those 60 
and over 


e In all homes with children un- | 
der 17, 64.7% have television, as 


compared with 30.2% in 1950. 
Families with children under 17 
account for 71.9% of total sets. | 


In families with children in the! 
13-to-17 age group, 70.1% have 
television. 

The share of homes having | 
television tends to increase with 
the size of family. Among total 
television homes, 2.3% were in 
one-person homes; 18.2% in two-| 
person homes; 24% in three-per- 
son homes; 29.6% in four-person | 
homes; 25.9% in homes with five 
or more persons. 


In the home owner group, 
54.7% have television; among 
set owners only, home owners | 
account for 66.5% of the total. | 


The majority of television homes 
are single family residences. The 

breakdown of total television | 
homes shows: 69.5%, one family 

13.8%, two family; 3.6%, three! 
family; 4.8%. four family; 8.3% 

five family or over 


Miss Kuehn Wins Scholarship | 


Marilyn Kuehn, senior in the! 
University of Illinois school of} 
has been awarded a 
semester's scholarship covering tu- 
ition by the Junior Women’s Ad- 
vertising Club of Chicago. Recent- 
ly elected officers of the club are: 
Jane Ellen Murray, J. Walter 
Thompson Co., president, and 
Kathleen Meyers, Leo Burnett Co.. 
vice-president. 


Opens Canadian Pencil Plant 

Eberhard Faber Pencil Co. of 
Canada is establishing its own 
manufacturing plant at Actonvale, 
Quebec. On July 1 the Toronto 
head office of Eberhard will as- 
sume complete responsibility for 
sales, formerly handled by Luckett 
Loose Leaf Ltd. 


ONE ADVERTISER 
1S VERY BLUE 
ABOUT THIS 
WHITE SPACE. * 


* 


He missed the insertion date for this space. But 


it won't happen again! He's since found out 
that Emery Air Freight could have delivered his 
plate in time to make the deadline. 

No need for you to be blue. Call your near- 
est Emery office for full details about “The 
World's Fastest Transportation Service.” Offices 
or agents in all major cities in U.S.A. General 
office: 801 2nd Avenue, New York 17, N. Y. 
ORegon 9-1020. 
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Some Will, Some Won't Make Converters 
to Receive CBS-Type Color Television 


New York, May 31—Now that 
a legal path has been cleared for 
the advent of color television, the 
big questions are who will make 
the necessary equipment (sets, 
adapters and converters), when 
will they be available and what 
will they cost the consumer? 

Seeking to find the answer to 
these questions, ADVERTISING AGE 
reporters went to TV manufac- 
turers—the people most likely to 
know. At mid-week this is what 
they had to say: 

Starrett Television Corp.—14” 
converters, as plug-in units for 
current Starrett models which 
have built-in adapters, are being 
manufactured now. May be ready 
for sale in about three months, de- 
pending on availability of mate- 
rials. Estimated retail price will be 
$100 or more. 


@ Fada Radio & Electric Co— 
Haven't discussed making any 
color receiving equipment for 
home use. “No way of telling when 
or if,” a spokesman for the com- 
pany said. 

Olympic Radio & Television— 
“We are not planning now to make 
any color sets or converters. It may 
be premature to decide on it right 
now,” said A. A. Juviler, president. 

Allen B. DuMont Laboratories— 
“This decision does not alter the 
general situation on color in-so- 
tar as we are concerned. We still 
feel that the CBS mechanical color 
system is not suitable for the pub- 
lic. Wnen acceptable color is ready, 
it will be an all-electronic system 
which is still years away, despite 
all the progress made in that direc- 
tion. We have no present plans for 
the manufacture ot CBS-type color 
receivers”: Dr. DuMont, president. 


e Emerson Radio & Phonograph 
Corp.—Benjamin Abrams, presi- 
dent of this company, who con- 
sistently has opposed the Colum- 
bia color system and believes a 
compatible system “eventually will 
win out,” said Emerson will not 
make equipment for CBS color- 
casts. 

Pilot Radio Corp.—‘“We have no 
plans for making color TV equip- 
ment until such time as a com- 
patible system is worked out. Not 
the right system to use, the CBS 
system will clutter up set-owners’ 
living rooms,” Isidor Goldberg, 
president, said. 

Teletone Radio Corp.—‘In view 
of the current material shortages, 
engineers at our Elizabeth, N. J., 
plant cannot estimate how soon 
converters able to receive CBS 
color telecasts will be ready for 
sale by our dealers. But because 
of our extensive experience in the 
field, and our development of the 
receivers used by Columbia Broad- 
casting in its color-TV public dem- 
onstration, we believe that we will 
be able to turn out converters in 
quantity within a reasonable time, 
say 60 to 90 days,” said S. W. 
Gross, president. 


e “As of today (May 29), we are 
setting up to mass produce our 
adapter converter combination— 
the selfsame high fidelity one 
which CBS has used in its coast- 
to-coast public demonstrations to 
highly favorable public reaction. 

“We have received scores of in- 
quiries, both from distributors and 
retailers, indicating that the pub- 
lic is anxious to get color televi- 
sion, despite the fact that CBS’ 
current plans call for only 20 hours 
of color television weekly. 

“All of the quarter of a million 
receivers produced by Teletone 
have been built so as to be in- 
stantly adaptable to color TV re- 
ception. Our dealers have been 
and are receiving detailed instruc- 
tion labels telling how simple it 
is to convert present Teletone re- 
ceivers to receive color programs.” 


Radio Corp. of America is ex- 
pected to ask the Federal Com- 
munications Commission to reopen 
hearings on color television, but 
the company would not comment 
on this possibility this week. The 
RCA statement follows in part: 

“Now that the Supreme Court has 
made its decision, RCA will go ahead 
with public demonstrations of its im- 
proved compatible all-electronic 
of color television 

“RCA has developed a system which 
provides reception of color broadcasts 
in black and white on the nearly 13,000,- 
000 existing sets without any 
whatever 

“Present set owners cannot receive any 
picture whatever from the non-compatible 
color system without buying an expen- 
sive adapter. Even with such an adapter 
they would only receive a black and 
white picture degraded in quality 

“To receive color they would also need 


to buy an expensive and cumbersome 
converter 
“Approval of the compatible system 


would save present set owners about a 
billion dollars and would avoid waste of 
material and labor, which it is 
to conserve in these critical tmes.. .” 
Bendix television broadcast re- 
ceiver division of Bendix Aviation 
Corp.—W. A. Mara, general mana- 
ger, said this company has no plans 
for color production. He added: 
“The situation is still too fresh. 
Nothing is known about the avail- 
ability of the materials involved in 
such sets, whether the public 
wants to buy them, or if they 
would be purchased in quantity.” 


e Air King Products Co., a sub- 
sidiary of Hytron Radio & Elec- 
tronics Corp., which recently was 
acquired by CBS—The company 
has a color set which will also 
receive standard b&w TV. Ex- 
pected to be available to the pub- 
lic this summer, the sets will be 
demonstrated at the furniture 
show in Chicago in June 

“We also expect to make color 
companion pieces for those who 
already own black and white re- 
ceivers. In addition, we will make 
available to the public internally 
adapted receivers which will pro- 
duce black-and-white pictures 
from either color transmissions or 
standard black-and-vvhite trans- 
missions,” said D. A. Cogan, presi- 
dent. 

Teleking Corp.—This company 
reports it has patented a new, in- 
expensive attachment requiring no 
“unsightly additions to the set and 
with no moving parts,” which will 
enable present set owners to re- 
ceive CBS color in color, and 
black and white in black and 
white, by a switch of a knob. 


s To be called Radrak, the device 
can be used on any size screen 
and will cost less than $50. Pro- 
duction on an assembly line basis 
will not be started until the color 
TV situation is clarified, but the 
company says it can have the 
product on the market in large 
numbers within 60 days after- 
wards. 

Westinghouse Electric Corp. had 
no comment. 

Philco Corp., which earlier has 
seemed to be more amenable to 
the idea of color TV than other 
large manufacturers, would not 
commit itself. 

Sylvania Electric Products— 
“We've got color sets in our labora- 
tories, but we don't expect to offer 
them in the near future. At the 
present time we don’t have adapt- 
ers or converters,” said S. B. Wil- 
liams, director of public relations. 


s Celomat Corp.—This company 
will be making a color converter 
within 60 to 90 days. One kit, with 
manual synchronization, will retail 
for under $30. A superkit—for a 
1212” screen—will have automatic 
synchronization and will probably 
sell for less than $100. 

General Electric Co.—“Against 
the present background of mate- 
rial, construction and credit re- 
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AT PUBLISHERS’ MEETING—This foursome at the Notional Assn. of Magazine Pub- 

lishers annual meeting at Pocono Manor, Pa., includes (from left): H. G. Strong, 

Ziff-Davis Publishing Co.; Philip Zoch, Capper Publications; Ray T. Kelsey, Copper- 
Horman-Slocum, and Oliver C. Klein, Standard Magazines. 


BUREAU MEN—W. H. (Moon) Mullens (left) ond Wood Gouss (right), both of Maga- 

zine Advertising Bureau, compare notes at NAMP meeting with Douglas M. Gowdy 

of Maclean-Hunter Publishing Co. and chairman of the Magazine Advertising 
Bureav of Canada. 


SOCIALIZING—There was no regimentotion of attire at the magazine publishers’ 

annual meeting, as this picture attests. Shown here are (left to right): S. O. Shapiro, 

Cowles Magazines; George T. Delacorte Jr., Dell Publishing Co.; Don Stedman, 
Curtis Publishing Co., and James E. Blackburn, McGraw-Hill Publishing Co. 


ON THE LIGHTER SIDE—Taking time out from discussing magazine problems oat 


the NAMP annual meeting were (from left) 


Bernord Bornes, Time inc.; Richard 


Ll. Scheidker, American Assn. of Advertising Agencies; Mrs. and Mr. Arch Crawford, 
NAMP president; T. S. Repplier, Advertising Council, and Otis L. Weise, McCall Corp 


TWO DIALOGS—Here Roy Larsen, Time Inc., chats with A. E. Winger of Crowell- 
Collier, while Nelson B. Wentzel, Post Office Department, tolks with Lewis Trayser, 
Curtis Publishing Co., at the magazine publishers’ annual meeting. 


of persons who can and will buy 
the CBS type of color television 
If there are a substantial number 
we will, as always, be guided by 
public demand... 

“To those who now own or may 
purchase a General Electric tele- 
vision receiver during this interim 
period, we make this reassuring 
statement: If the CBS color system 
does gain general acceptance we 
guarantee that there will be made 
available at competitive prices for 


striction, our company is in no) use in conjunction with any tele- 
position to estimate the number vision receiver GE manufactured 


after July 1, 1949, a means for 
receiving color programs origi- 
nated in your local station,” said 
Dr. W. R. G. Baker, general man- 
ager, GE electronics department. 


@ Freed Radio Corp.—Until con- 
sumer demand indicates a public 
acceptance of the CBS color tele- 
vision system, no Freed-Eisemann 
color receivers will be marketed, 
officials of the company an- 
nounced. 

Pointing out that the Supreme 
Court’s decision merely validated 


FCC administrative procedure, 
Arthur Freed, president of the 
company, said that the final de- 
cision was merely referred to the 
public, where it must eventually 
be resolved on a more realistic 
| basis than judicial interpretation. 

“The FCC ruling is only one of 
many factors,” Mr. Freed said. “It 
cannot, in itself, make color tele- 
vision a reality, because a success- 
ful color transmission service must 
depend on the huge electronics in- 
| dustry that will manufacture the 
receiving and transmitting equip- 
ment, on television broadcasters 
and, finally, on the dollars-and- 
cents minded consumer who cur- 
rently is not even purchasing b&w 
receivers in any volume, despite 
record low prices.” 


@ The Supreme Court's decision 
was welcomed by John Meck In- 
dustries, Plymouth, Ind., as “the 
end to one of the uncertainties that 
has beset the television industry” 
and a help in returning to a normal 
business level. 
Reporting that all Meck sets 
made in 1951 contain adapter cir- 
cuits for connection to color adapt- 
ers, John S. Meck, president, said 
the company will begin production 
of auxiliary color units “as soon 
las possible.” 
| Three TV set manufacturers in 
| Chicago—Zenith, Admiral and 
| Motorola—were very reticent in 
| commenting about their respective 
| plans. A spokesman for Zenith s: 
that the company has “no pl 
for production of color convert 
or receivers as yet,” while 
Motorola official said it was s 
too early to comment, and Ad 
ral’s Richard Graver, vice-pre 
dent, said his company had 
|comment to make at present. 


e Ray Durst, vice-president 
Hallicrafters Inc. Chicago, s 
that his company planned to w 
in hopes that an improved co 
system would be developed. 

“We believe there may be a nc 
mechanical system soon, eit 
RCA’'s or some other,” he sa 
“We'd hate to go ahead with n 
sets and converters that would 
obsolete in a short time. T 
would be breaking faith with 
public.” 

Ernest Alschuler, president 
Sentinel Radio Corp., Evanst 
Ill., told AA that Sentinel TV s 
have been manufactured with 
color TV attachment for seve 
months now. Eventually Senti 
may make color converters, he 
said, but will wait until it sees how 
the public accepts the CBS sys- 
tem. 

“I think RCA will come through 
in a few weeks with an acceptable 
system for color transmission—and 
one that will permit reception of 
color TV in b&w on those sets 
that don't have a converter,” Mr. 
Alschuler said. 


es Louis Cheskin, technical direc- 
tor of Color Research Institute of 
America, Chicago, told AA that, 
although he originally favored the 
all-electronic color TV system, he 
is now convinced that the part- 
mechanical, part-electronic system 
developed by CBS is superior. 

Originally, Mr. Cheskin said, he 
was worried about the technical 
difficulties involved in developing 
the proper filters for use in color 
TV transmission. However, after 
witnessing a demonstration of a 
device developed by CBS that 
makes color corrections automati- 
cally, he said he felt that the 
problem of getting proper color 
values was virtually solved. 


Pear Bureau Sets Ad Budget 

The Oregon-Washington-Cal- 
ifornia Pear Bureau has approved 
its 1951 advertising and merchan- 
dising budget despite uncertain 
crop prospects following recent 
frost in the Northwest. Pacific Na- 
tional Advertising, Portland, will 
prepare advertising schedules late 
in June. 
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Department, Specialty Stores’ 1950 Net 
Profit Better Than ‘49, NRDGA Study Shows 


New York, May 29—-Department 
and specialty stores in 1950 im- 
proved their net profit position 
in comparison with 1949, according 
to the 1951 edition of “Departmen- 
tal Merchandising and Operating 
Results of Department and Spe- 
cialty Stores,” published this week 
by the Controllers’ Congress of 
National Retail Dry Goods Assn. 

The report, compiled from data 
submitted by 385 stores with ag- 
gregate annual sales approxi- 
mating $44 billion, shows that after 
provisions for federal income 
taxes, the typical department store 
realized 3.7¢ out of every dollar 


OW 
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$1 buys the prestige of top 
agency art for your ad under 
our repro plan. Select from 4000 
ay only $1 for those you 
agencies, Natl. Ad Mgrs 
use 


write for free brochure & 
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agreement 


| merchandise 


of income, compared with 2.7¢ in 
1949. In the case of specialty 
stores, net profit after federal in- 
come taxes amounted to 3% of 
sales, against 2.7% in °49. 

Total sales in department stores 
increased 6%, with the largest in- 
crease in hard good lines, such as 
major appliances and furniture 
Notable for greatest increases in 
dollar sales volume over 1949 are 
television departments, which 


, Labor statistics indexes show, ad- 


| tween January, 1950, and the same | 


vanced 9.3 percentage points be- 


month of 1951. 


In specialty stores, the average | 


‘sales check increased 69¢ to $9.31 


achieved a 1950 gain of 129%. In| 


contrast, the report shows that 
specialty stores achieved only 1% 
increase in sales volume over °49. 


|@ The average sales check in de- 


Save with $1.00 art 


partment stores reached $4.71 in 
1950, an increase of almost 10% 
over °49 figures. The previous high 
was $4.49, in 1948. This increase 
in the average sale, the report says, 
exceeds but slightly the price in- 
crease in department store type 
which, Bureau of 


| 
| 
| 
| 


in 1950, a figure under the peak 
of $9.73 two years ago. 

Raymond F. Copes, general man- 
ager of NRDGA’s Controllers’ 
Congress, stressed that the increase 
in 
higher average sales check were 
direct results of inflationary pres- 
sure. He pointed out that gross 
sales transactions in both depart- 
ment and specialty stores remained 
unchanged, though certain mer- 
chandise, specifically hard goods 
lines, showed substantial increases 
in physical volume. 


e Improvement in markdowns 
was noted in both department and 
specialty stores. For department 
stores, markdowns declined from 
75% of sales in 1949, to 6.2% in 
50. In specialty stores, the decline 
was from 8.7% to 7.4%. 

Coupled with a moderately in- 


creased cumulative markon per- 
centage, the report notes, this de- 
|cline in markdowns gave rise to 
a substantially higher gross mar- 
gin. 

As a percentage of sales, gross 
margin in department stores 
amounted to 36.8%, in comparison 
with 35.2% in °49. In specialty 
stores it was 38.3% for °50 against 
37.0% for 49. 


dollar sales volume and the! 


se Despite the 6% department store 
sales increase, the report says, 
expense ratio in 1950 showed no 
significant improvement over ’49, 
being 31.6% of sales, compared 
with 31.8% in °49. Mr. Copes esti- 
mates that actual dollar expendi- 
tures increased about 5%. 

Store net profits from merchan- 
dising operations in 1950 amounted 
to 4.9% of sales, against 3.3% in 
1949. The report notes that this 
increase can be attributed to the 
improvement in gross margin per- 
formance. 

Including other income, depart- 
ment store net gain before federal 
income taxes amounted to 6.3%. 
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and art when you use Kromekote cast 
coated paper. With either ollset lithog- 
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reproduc tion. 


Kromekote is the registered trademark of 
the Champion Poper and Fibre Company 
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| However, the report says, as a 
counter balance to this increase in 
net gain, the nation’s department 
stores paid 2.6% out of every sales 
dollar in federal income taxes, in 
comparison with 1.6% in °49. 


s Expense ratio in specialty stores 
increased slightly in 1950, but be- 
cause of the improved gross mar- 
gin performance, their net profit 
from merchandising operations 
rose one-half of one percentage 
point to 4.2% of sales. 

Statistics in the report indicate 
that the sales improvement shown 
by main store departments was 
not achieved by basement-type de- 
partments, which showed an in- 
crease of only 1% in '50 from the 
*49 level. 

Typical gross margin ratio for 
all department stores with annual 
sales volumes of more than $1,000,- 
000 was 368%. This compares 
closely to typical gross margin 
ratios between 36.7% and 37%. of 
sales reported by all categories of 
department stores, with the excep- 
tion of those stores with annual 
sales of more than $50,000,000, 
where the gross margin ratio was 
36.3% of sales. 


s The report's analysis of publici- 
ty expenses shows that depart- 
ment stores with more than 
$1,000,000 yearly volume expended 
4.05% of sales for publicity in 
1950, in contrast to 4.22% in °49. 
Distribution of the publicity ex- 
pense dollar by advertising media, 
the report shows, indicates no 
significant variations from the 
previous year. 


RETAILERS WORRIED 
OVER HIGHER COSTS 

New York, May 29—A national 
survey just completed by National 
Retail Dry Goods Assn. among 700 
department stores, large and small, 
shows that retailers foresee mount- 
ing expenses as their most acute 
problem this fall. 

Nearly 75% of NRDGA members 
contributing to the survey look for 
increased dollar volume for the 
second half of 1951, as against the 
same period of 1950. 

On comparison of dollar sales 
during the first five months of this 
year, 12% reported sales below last 
year, 18% reported them even 
with a year ago, 29% reported 1% 
to 5% ahead, and 41% reported 
more than 5% ahead. 


@ On unit sales, 38% reported they 
were below '50, 27% reported they 
were even with last year, 21% 
reported 1% to 5% ahead, and 
14% reported more than 5% ahead. 

Variations by region and by 
type of store were very slight, the 
NRDGA says. Profits before taxes: 
34% reported less than '50, 23% 
reported even with ‘50, and 43% 
reported better profits. 

On sales efforts, 67% during the 
balance of this year will stress 
higher price lines, 33% will stress 
low end items. 


@ On advertising budgets, 77% will 
advertise more liberally, 23% will 
keep advertising at a minimum. 

On brands, 87% will stress 
known brands, 13% will feature 
own or unadvertised brands. 

On credit, 56% will seek more 
credit business, 44% will aim for 
more cash business. 


C. E. Snell Joins Sloane 


Charles E. Snell, formerly mer- 
chandise manager of the home 
furnishings division of Meier & 
Frank Co., Portland, Ore., has been 
named vice-president of W. & J. 
Sloane Co. and manager of its 
San Francisco store. 


Rippey Joins Katz 

Boyd A. Rippey, formerly a part- 
ner in Harrington & Rippey, San 
Francisco agency, will join the 


sales staff of the Los Angeles of- 
Agency, 
representative, 


fice of Katz 
station 
‘ June 4. 


radio-TV 
effective 
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Along the Media Path 


@ Newsweek lists company names 
and names of company executives, 
cites actual needs and explores in 
detail business and industrial pur- 
chasing patterns of Canton, O., 
companies in its exhaustive new 
report, “Targets for Sales.” 

Early last year, Newsweek ana- 
lyzed the scope of buying influ- 
ence of top executive readers in 
Rockford, Ill. The current 72-page 
brochure attempts to clarify the 
pattern of business and industrial 
buying and to show how buying 
influences fit into the framework. 
Each of 27 case studies is fully 
documented with names, titles, 
functions, photos and similar ma- 
terial. 


e@ Country Gentleman has a word 
for it—“rurban.” The magazine 
feels recent population trends have 
created communities. which are 
neither urban nor rural. It con- 
tends that while the number of 
farms has decreased in the last | 


decade, commuting zones now ex- | 


tend 40 miles or more beyond the 
urban centers. To describe such 
areas, Country Gentleman suggests 
the term,“rurban.” 


@ Time introduces its latest pro- 
motion piece with this ditty (by| 
Joe Alger): 
The cow is 
searches, 

Her world is the pasture, her shelter the 
birches. 

Confronted with tests on supply 
demand, 

She'll chew on her cud, and just won't 
understand 

Although mentally 
from the quickest) 

Sne instinctively knows 
And unfailingly goes 

To the spot in the 
clover is thickest 

The remainder of the eight-page 
booklet contains some pertinent | 
dat2 on clover-fed families and 
how to go about finding them. 

Time’s research department also 
has completed six new research re- 
por’s, covering: “The U.S. Mar- 
ket for Consumer Goods and Serv- | 
ices”; “The Market for Office 
Equipment and Supplies” (in two 
reports); “Top U.S. Electronic En- 
gineers”; “U.S. Life Insurance 
Agents” and “U.S. Fire and Cas- 
ualty Insurance Agents.” 


untutored in market re-| 
and | 
‘she is far | 


slow, 


field where the 


e First, second and third places 
in the National Editorial Assn.’s 
general excellence contests for 
daily papers went to the Mercury, 
San Jose, Cal.; the Press, Pontiac, 
Mich., and the Times, Bayonne, 
N. J. 

First place awards in the gen- 
eral excellence contest for week- 
lies went to the Virginia Gazette. 
Williamsburg, (under 1,500 circu- 
lation); the Times, Verona-Cedar 
Grove, N.J. (more than 1,500 cir- 
culation), and to the Herald-News, | 
Ridgewood, N. J. (suburban week- 
lies classification). Winners of oth- | 
er NEA contests also were an- 
nounced at the association's an- 
nual convention in Seattle (June | 
2-5). 


e@ Canadian Home Journal's June 
advertising linage is up 20%, com- 
pared with linage for the same is- 
sue last year. A total of 53% of 
the June, 1951, linage was in four- 
color. 


e@ Norwalk, Conn., celebrates its 
300th anniversary during the week 
of Aug. 5, and the Norwalk Hour 
is planning an appropriate special 
edition to help things along. 


@ Conover-Mast’s Liquor Store & 
Dispenser has published a record 
228-page May issue containing 134 
pages of advertising, said to be 
the largest ever published by a 
liquor industry periodical. The is- 
sue is devoted to “knowing and 


selling” all types of alcholic bev- 
erages. More than 10,000 advance 
orders for reprints of the text al- 
ready are on the books. 


e Philadelphia food chains plan to | 
use newspaper space, circulars, | 
shelf strips, window streamers, 
store bulletins and other display 
material to tie in with Station 
KYW’s new summer merchandis- 
ing plan, the “KYW Summer Sales 
Bandwagon.” Advertisers with lo- 
cal or spot billings of $175 or more 
weekly are eligible. The station 
will promote the sales and the 
stores will stress the “advertised 
on KYW” angle. 


@ Ideal Publishing Corp. has a 
new, fast-paced, 60-page presenta- 
tion on movie and romance maga- 
zine development. The visual 


story covers important advertis- 
ing and merchandising trends of 
the past decade. 


e@ The Philadelphia Inquirer is 
claimant to three Quaker City rec- 
ords. In April, the paper carried 
3,555,441 lines of advertising, said 
to be the largest volume ever car- 
ried by a Philadelphia paper in 
any month. Classified advertising 
during the month totalled 1,022,678 


lines—also a monthly record. The 
Inquirer published a total of 11,- 
914,041 lines of advertising during 
the first four months of 1951—a 
new four-month record, according 
to the paper. 


e@ The Houston Chronicle has or- 
ganized its first annual summer 
sports school, a project designed 
to promote sports and recreation 
to the youth of Houston. Open to 
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every boy and girl, 15 years old 
and under, the ten-week school of- 
fers a different sports subject 
every Saturday morning. Classes 
are conducted by a well known 
sports leader. After “class,” the 
paper serves free food and drink 
to the youngsters. The school has 
been so favorably received that 
the Chronicle is planning to offer 
it to Houston children next year 
also 


best buy 


Minneapolis, Minn. 


the best buy ... 


In a low cost mass medium, the 


in the Twin Cities and 


Twin Ports is car card and Travel- 


ing Display advertising. 


Murray & Malone Co. 


712 Ontario Ave. West 


(wana 


In Northern California 
MORE PEOPLE LISTEN — more often —to KNBC 


than to any other radio station 


KNBC’s 50,000 watt Non-Directional transmitter 
teaches all the markets of Northern California... 


.. » KNBC has the biggest, most loyal audience in 
the San Franciseo-Oakland Metropolitan Market — the 


seventh largest, fastest-growing major market in America. 


PLUS-Market Case History 


San Jose-Santa Clara 


.-- And as a plus, KNBC penetrates the rich, fast-growing markets 


throughout Northern California. pLUs Markets like Stockton- 
Modesto, Ukiah-Mendocino, Napa-Santa Rosa, Santa Cruz-Monterey, 
Sacramento, San Jose-Santa Clara, and Eureka-Humboldt County. 


ONLY KNBC can reach all these markets — in one, big 
economical package. KNBC sales reps will show you how... 


KNBC delivers MORE PEOPLE (in one pack- 
age!)—at LESS COST per thousand—than any 
other advertising medium in Northern California. 


50,000 Watts — 680 K.C. 


from 1940-1950 


up 166.4% 


of 206.2% 


© Population — 288,938, an increase of 65.2% 


© Effective Buying Income* — $«15,346,000 


© Retail Sales* — $302,670,000, on increase 


© KNBC Audience —Week ofter week, almost 


San Francisco 


nine-tenths (89%) of the radio families 
listen regularly to KNBC 


*Sales Monogement's 1951 Survey of Buying Power 


Northern California's NO. 1 Advertising Medium 
Represented by NBC Spot Sales 
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Purpose of High Court's Decision: 
Let the Public Decide on Color TV 


But Coy Concedes That 
Large Color Audiences 
Are Still a Long Way Off 


WASHINGTON, May 31—Now that 
the Supreme Court has backed up 
its decision authorizing color TV 
on CBS standards, the Federal 
Communications Commission will 
sit back and let events take their 
course. 

Chairman Wayne Coy believes 


SIGNS OF LONG LIFE" 
FOR QUANTITY BUYERS 
THE ARTKRAFT® SIGN CO. 
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| color equipment will begin reach- 


ing the market this summer. Not- 
ing that CBS now has manufac- 
| turing facilities, he told members 
of the Senate interstate commerce 
committee Tuesday that other 
manufacturers are sure to go into 
color, rather than take a chance 
| that a newcomer will become the 
leader in the field. 

Chairman Coy conceded that 
large color audiences are still a 
long way off. 

Under committee questioning, he 
assured senators the door remains 
open for the long-promised “com- 
patible” system, which could be 
introduced without inconven- 
iencing set owners, or the loss of a 
black-and-white audience. 


s Before it would be considered, 
however, the alternative system 


How many People...per month 


read your business letters? 


Your answer to this question will indicate the importance 


of your business stationery because, in every 


correspondence contact, your letterhead must substitute 


for the personal impression created by your 


company offices. Clear recognition of this fact has led many 


executives to make a more careful study of their 


letterhead needs than ever before. 


To help you develop adequate letterhead representation for 


your business, Neenah developed an original service 


which has proved its value to thousands of executives. 


The service combines a set of psychological principles, a 


basic kit of letterhead designs, and a nationwide survey 


of letterhead preferences. These are fully 


described and illustrated in a portfolio. 


The Psychology of 


Business Impressions 


The portfolio and Letterhead Test 


free to executives. To secure a copy, ask your 
printer, engraver, or paper merchant, If you 
prefer, write direct on your business stationery 


\ 


Kit are 


\ NEENAH LEDGER PATTERN KIT 


... a portfolio containing useful data 
for designing special forms: ruling 


guide, punching and perforating 


guide, ledger selection chart, color 
control ideas. Ask for a free copy 


NEENAH PAPER COMPANY 


NEENAH, WISCONSIN 


must be field tested, “and must be 
at a point of development where 
it stands a good chance of re- 
placing the system we _ have 
adopted.” 

Chairman Coy suggested that 
the commission decision might 
provide new incentive for intensi- 
fied research on compatible sys- 
tems “where we have met so 
many promises—and nothing but 
promises.” 

He reminded senators that 
RCA's plan for a compatible color 
| system “had arrived under forced 
draft” just 24 hours before the 
deadline for filing, when the color 
hearing was getting under way 
nearly two years ago. 
| In reviewing FCC’s reasons for 
moving into color at this time, 
Chairman Coy pointed out that 
|color had been discussed in 1941. 
|At that ime, he said, industry 
| members promised to recommend 
standards for color “within a few 
| months.” 
| 
|@ “After the war,” he said, “when 
| we were preparing to authorize 
black-and-white, the industry 
jagain asked additional time for 
color. 

“In 1946 and 1947, when CBS 
| petitioned for...color, the indus- 
try supported a system compatible 
with black-and-white, and wanted 
more time. Nothing further was 
heard of this system. 

“While it is not fair to say the 
| industry has had a full ten years, 
since it could not work on color 
| during the war years, it has had 
| quite a long period of time. 
| “When we _ found ourselves 
ready to allocate all the spectrum 
that remained for TV, the com- 
| mission felt it had to provide for 
| color at this time, or run the risk 
| that the American people would 
| be foreclosed from enjoying color 
in TV for their lifetime.” 


e@ The Supreme Court's 8-1 de- 
cision steered clear of the relative 
| merits of the systems before the 
commission, and dealt only with 
the commission's right to pick a 
system. 

“The commission's special fa- 
miliarity with the problems in- 
volved in adopting standards for 
color television is amply attested 
by the record,” Justice Black 
wrote. 

“It has determined after hear- 
ing evidence on all sides that the 
CBS system will provide the pub- 
lic with color of good quality and 
that television viewers should be 
given an opportunity to receive it 
if they so desire. 

“This determination certainly 
cannot be held capricious. 

“It is true that the choice be- 
tween adopting standards now or 
at a later date was not free from 
difficulties. Moreover, the wisdom 
of the decision made can be con- 
tested, as is shown in the dis- 
senting opinions of two commis- 
sioners. 

“But courts should not overrule 
an administrative decision merely 
because they disagree with its 
wisdom.” 


@ Justice Felix Frankfurter, while 
not dissenting, filed separate views 
arguing that he saw no need to 
rush into CBS color, when the pos- 
sibility of other systems remained. 

“Of course the commission does 
not have to wait for the milleni- 
um,” he wrote. “Of course it does 
not have to withhold pictures from 
the American people indefinitely. 

“That is not what is involved 
here. 

“What the commission has de- 
cided is that it could not wait or 
the American public could not 
wait a while longer, with every 
prospect of a development which, 
when it does come, concededly 
will promote the public interest 
more than the incompatible sys- 
tem now authorized.” 
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UP AND UP—Two Reader's Digest executives—A. L. Cole (right) and Kent Rhodes 
(on table)—explained the problems of rising costs at the National Assn. of Mag- 
azine Publishers meeting at Pocono Manor, Pa. 


Agencies Aren't | 
Rushing to Prepare — 
Color Commercials 


Cuicaco, June 1—A check of 
several major agencies in Chicago} 
failed to uncover a single one that | 
had taken any definite steps to- 
ward the development of com- 
mercials for color television. 

One agency spokesman told AA 
that, in the case of TV spots on 
film, it would be pretty risky for 
an advertiser to sink extra money 
into making color films with 
themes “that might be outdated 
by the time the client can use 
them on color TV, which may be 
one or two years from now.” 

Still another agency representa- 
tive said that his agency had “con- 
sidered the possibility of shooting 
commercials on color film, but we 
plan at present to continue using 
only black and white.” He added 
that the agency would start using 
color film right away if it 
thought “there would be any ex- 
tensive use for such film within 
the next year.” 


@ The majority of agencies 
queried by AA gave answers that 
might be lumped together under 
a “wait-and-see” category. Like 
many of the TV set manufacturers 
queried by AA, agency people ap- 
parently are going to see now the 
public reacts to CBS’ color tele- 
vision before they make any 
recommendations to their clients. 

Kling Studios Inc., large Chi-| 
cago commercial art studio, al- 
though it hasn't actually started 
making color films for TV com- 
mercials, is “thinking in terms of 
putting the several package shows | 
we produce on color film, although | 
we don’t have an okay from the 
clients as yet,” according to Fred 
Niles, head of the studio’s televi- 
sion department. 

Kling has done a lot of experi- 
menting with the new single-nega- 
tive (instead of the usual three- 
negative) 35mm color film made 
by both Eastman and Ansco, and 
it has proved “very satisfactory,” 
Mr. Niles said. The studio also 
uses 16mm Kodachrome for color 
films. 


“Weekend Magazine’ Adds Two 

Weekend Picture Magazine, Ca- 
nadian weekend color rotogravure 
supplement published by the 
Montreal Standard, will be dis- 
tributed in the Times and Tran- 


script, Moncton, N. B., and the 
Telegraph-Journal and Times- 
Globe, Saint John, N. B. This 
makes 


seven newspapers set for 
the magazine’s debut Sept. 8 (AA, 
March 26). 


U. S. Rubber Promotes Emmons 

Richard C. Emmons, district 
sales manager of the Detroit 
branch of U. S. Rubber Co., has 
been promoted to sales manager 
for the company’s Koylon foam 
mattresses and pillows, and U. S. 


‘rug underlays and non-slips. 


CBS Promises 


TV Commercials 


in Color Soon 


(Continued from Page 1) 
needs a color camera chain. Other 
than that, only a few lighting ad- 
justments are required, a Colum- 
bia spokesman indicated. To trans- 
mit programs fed from the net- 
work, existing stations need make 
no adjustments at all, though a 
color monitoring receiver would 
be advisable. 

WCBS-TV has one studio set 
up for color programs, and cur- 
rently is airing an hour daily ex- 
perimental colorcast. The network 
has five color cameras, all of which 
are in New York and three of 
which were converted from b&w 
models. This can be done at a cost 
of approximately $4,000 to $5,000, 
CBS said. 


Knight Newspapers Purchases 
St. Lawrence Newsprint Mill 
Knight Newspapers Inc., which 
operates newspapers in Chicago, 
Detroit, Miami and Akron, has 
bought St. Lawrence Paper Corp.'s 
newsprint mill at Norfolk, N. Y. 
The mill can produce 150 tons 
daily. The Daily Times, Water- 
town, N. Y., reported the selling 
price at approximately $2,500,000 
and listed as new officers of the 
mill: James L. Knight, Miami 
Herald, president; E. P. Barnes, 


| Chicago Daily News, K. L. Mil- 
| burn, Akron Beacon Journal, and 


Henry C. Weidler, Detroit Free 
Press, vice-presidents; and 
Blake McDowell of Akron, secre- 
tary. 

St. Regis Paper Co. sold the mill 
last summer to a group headed by 
Harry Pearlman, president of Na- 
tional Paper Corp. of Pennsyl- 
vania, manufacturer of sanitary 
papers (AA, July 24, '50). 


NPA Issues Order on 


‘Obsolete’ Printing Plates 

National Production Authority 
on Thursday issued a special order 
to channel “obsolete” printing 
plates to scrap metal dealers. 

The order (M-65) states that a 
newspaper or magazine plate is 
“obsolete” if it has not been used 
for one year, and there is no 
known specific or assured future 
use for it. 


Jones Joins American 

De Ward Jones, formerly as- 
sistant manager of network TV 
publicity for NBC, has joined the 
publicity staff of American Broad- 
casting Co., New Yerk. 


ER SHOP, Inc. 
St, Chicago 5, Ilinois 
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Benton Unveils 
Plan for Radio 
and TV Board 


WasuHIncTon, June 1—Sen. Wil- 
liam Benton (D., Conn.) told a 
Senate interstate commerce sub- 
committee this week that he had 
“spent six disillusioning years” in 
Washington. 

He declared that he had joined 
the University of Chicago after 
leaving advertising in 1936, hope- 
ful that important educational and 
public service programs for net- 
work distribution could be de- 
veloped within the framework of 
commercial radio. 

“I did not succeed,” he asserted. 
“Indeed,” he continued, “my im- 
pression is that the networks were 
doing a poorer job when I gave up 
than when I began, and a far 
poorer job today than they were 
doing 20 years ago.” 


@ Despite the disillusionment, he 
unveiled a plan for a “National 
Advisory Board for Radio & TV, 
to help the Federal Communica- 
tions Commission develop policies 
which would encourage ‘proved 
programming.’ ” 

Set up under an amendment to 
the Communications Act, the 1l- 
man board would consist of “out- 


standing citizens” with no com-| 


mercial interest in the industry, 


| 


Last Minute News Flashes 


Miles Labs Signs for Music Series on Mutual 


EvKuart, INnv., June 1—Miles Laboratories, which now carries 15) 


minutes of music with Curt Massey and Martha Tilton, Monday 
through Friday over CBS, will present the singers in another five-a- 


& Cairns. 


formerly was 


Barton, Durstine & Osborn. 


week, 15 minute series over Mutual, starting June 18, at 12 noon, EDT. 
Geoffrey Wade Advertising, Chicago, handles the account. 


S. L. Leddy Joins Grey Advertising 


New York, June 1—Samuel L. Leddy, formerly with Cecil & Pres- 
brey and Block Drug Co., has joined Grey Advertising Agency, New 
York, as space buyer and manager of the printed media department. 


Lanella Corp. Appoints Dunay Co. as Agency 

New York, June 1—Lanella Corp., New York, London and Switzer- 
land, developer and importer of Lanella, Cleotta and Sheer-Cool fab- 
rics, has appointed Dunay Co. to handle its advertising. Fashion and 
class magazines, newspapers, trade publications and direct mail will 
be used for the account, which formerly was serviced by Anderson 


Dean Bacon Joins Wilson; Wyss Is Successor 

Cuicaco, June 1—Dean W. Bacon, tormerly advertising and sales 
promotion manager of Coopers Inc., Kenosha, Wis., manufacturer ot 
Jockey underwear, has resigned that post to become sales promotion 
manager for Wilson Bros., Chicago manufacturer of men’s furnishings. 
J. H. Wyss has been named by Coopers to replace Mr. Bacon. Mr. Wyss 
les promotion manager. 


American Tobacco Buys 3 Daytime Radio Shows 
New York, June 1—Moving into network daytime radio, American 
Tobacco Co. will sponsor three five-a-week five minute programs 
starting next month. The shows are: Happy Felton in “Talk Back” and 
Arthur Van Horn & the News (both on Mutual), and Kenneth Banghart 
& the News (NBC). Time for Lucky Strike was bought through Batten, 


Hamilton Names Ludgin; Other Late News 

e Earle Ludgin & Co. has been named by Hamilton Mfg. Co., Two 
|Rivers, Wis., to handle advertising for its line of automatic clothes 
dryers. LeVally Inc. formerly handled this account. 


to meet at least four times a year.|@ Abitibi Power & Paper Co., second largest Canadian newsprint pro- 


In addition, 
have a full time professional staff, 
and would issue the equivalent of 
an annual “Blue Book,” to spot- 
light successful efforts in the field 
of education and public service 
and “discrepancies between prom- 
ise and performance” on the part 
of broadcasters and telecasters. 


e Asserting that the board would 
“strengthen and support” FCC, 
Sen. Benton said it could take up 
major policy issues. For example: 

1. “Shall commercial stations 
be required to devote a percentage 
of their best time to unsponsored 
public service and educational 
programs?” 

2. What are “basic policies for 
allocating channels to educators, 
and what are the methods of sup- 
porting public service and educa- 
tional TV?” He stressed the need 
for further study of the possibil- 
ities of subscription broadcasting. 

3. What are “the types of control 
over programming exercised by 
commercial sponsors or likely to 
be exercised, and the effect of 
such control on the future develop- 
ment of high quality service?” 


s Picturing the board as “a cata- 


lyst of listener and viewer opin-| 


ion,” Sen. Benton said he quarrels 
with a state of affairs “on which 
the only highly organized, sys- 
tematically focused and channel- 
ized pressure is that which is ex- 
ercised by the present commercial 
interests. 

“I am concerned when they are 
virtually without a counterweight, 
in part because the field is new, 
and many others, who might take 
a deep interest in it, have had 
little exposure and no time or 
money to review the possibilities 
and organize themselves. 

“There is no listeners’ or view- 
ers’ lobby in Washington.” 

His outline of the plan for an 
advisory board was a surprise de- 
velopment, as he appeared before 
a special Senate interstate com- 
merce subcommittee to endorse a 
resolution for a one-year freeze on 
TV grants. 

During the freeze period, Con- 
gress would consider ways of .en- 
couraging educational and public 
service TV, and educators would 
complete preparations for entering 
the industry. 


aave been confirmed. 


York agency. 
e@ National Production Authority 


should hold up licenses. 


the board would|ducer, today increased its ton price $10 effective July 1. This will 
make the contract price of newsprint in the U.S. $116 a ton, less $1 
port allowance, and $112 a ton in Canada. Other major producers are | 
expected to follow Abitibi’s lead, but at press time no other advances 


e Foxhall Finney, previously an account executive with G. Lynn Sum- 
ner Co., has joined Wendell P. Colton Co., New York. 


e T. Frank Hopewell, formerly with General Motors and Ruthrauff & 
Ryan, has joined the sales staff of the eastern advertising office of the 
St. Louis Post-Dispatch in New York. 


@ Bovril of America Inc. has switched its account from Victor A. Ben- 
nett Co. to Hilton & Riggio, New York, effective July 1. 


e@ Chester A. Gore, who joined Norman D. Waters & Associates in 1945 
as an account executive, has been elected vice-president of the New 


Chief Manly Fleischmann today 


advised the National Assn. of Radio & Television Broadcasters that con- 
struction of new stations may be permitted despite recent building re- 
strictions. Confident that the new station situation will improve, he 
said there is no reason why the Federal Communications Commission 


e@ The Federal Communications Commission Friday received the first 
application for a UHF-TV license from Station WHK, Cleveland 
(United Broadcasting Co.), whose application for Channel 7 in the 
VHF band has been frozen for two years. 


e Scientific American will increase its rates 10%, effective with the 
October issue. Based on a current circulation guarantee of 100,000, the 
b&w page rate will be $1,100... Starting with its January, 1952, issue 


| Mechanix Illustrated will boost its page rate to $1,620, based on a cir- 


|culation guarantee of 900,000. 


Business Publishers 
Focus Attention on 
‘Mailing Problems 


Hor Sprincs, Va., June 1—The 
National Business Publications 
meeting here today was devoted 
largely to discussions of produc- 
tion and mailing problems. A 
panel on the latter subject was 
headed by Nelson B. Wentzel, as- 
sistant executive director, Bureau 
of Finance, U. S. Post Office De- 
partment. 

Mr. Wentzel said that curtail- 
ment of postal service, which has 
brought a general complaint from 
business, has been made necessary 
by failure of Congress to make 
adequate appropriations. 

Russell L. Putman, president of 
the association, expressed regret 
that government pricing policies, 
which allow increases based on 
higher factory production costs, 
do not make provision for any in- 
creases in the cost of advertising. 

This afternoon's panel presenta- 


tion brought together a group of 
government agency executives 
who discussed production require- 
ments and controls under the de- 
fense program. 


@ George W. N. Riddle, manager 
of the advertising media division, 
General Electric Co. and vice- 
president of Controlled Circula- 
tion Audit, told a luncheon meet- 
ing today that the new verified 
controlled circulation questioned 
in CCA reporting forms may prove 
helpful in selling advertising by 
providing customers with con- 
vincing information on how a 


publisher keeps his circulation list! 


up to date. 

He also said that there is no rea- 
son why publishers should hesitate 
to use premiums to provide factual 
data necessary for verifying their 
circulation. 

Every reader of business papers, 
he said, has paid for it if he has 
read it. The units of his time spent 
in reading the paper is “the most 
valuable commodity he has at his 


disposal.” 


AFTER 40 YEARS—O. D. Fisher (left), 75- 
year-old chairman of Fisher Flouring Mills, 


Seattle, reviews company progress with 
H. O. Stone, partner, Pacific National Ad- 
vertising Agency, Portland, Ore., Fisher's 
agency, on the company’s 40th anniver- 
sary. Pacific National has handled Fisher 
advertising since 1940. 


2nd Horovitz Paper 
Hit by Federal Suit 


WaAsHINGTON, May 31—The De- 
partment of Justice launched a 
second attack on newspaper prop- 
erties of Samuel and _ Isadore 
Horovitz of Cleveland, charging 
today that the Horovitz’s Mansfield 
News-Journal refuses to accept ad- 
| vertising from business men who 
| buy time on radio station WMAN. 
The department's charges are 
}similar to charges which were 
filed Sept. 22, 1949, against the 
Horovitz's Lorain Journal. 


e Federal courts subsequently 
supported the department's charge 
against the Lorain Journal, and 
issued an order to restrain it from 
discriminating against radio ad- 
vertisers. The case is currently 
before the Supreme Court. 

In the new case, Justice attorneys 
charged that the News-Journal re- 
fused to publish aavertisements of 
those advertisers who used 
Station WMAN; that it entered 
intd contracts on condition that 
the News-Journal be used ex- 
clusively, and that WMAN broad- 
casts were monitored to assure that 
advertisers adhered to the condi- 
tions. 


@ The government asks a prelimi- 
nary injunction restraining the 
paper from refusing to publish ads 
at non-discriminatory terms, or 
from entering into contracts con- 
ditioned on non-use of the radio 
station. 

Affidavits from Mansfield busi- 
ness men support the government's 
civil charge. In filing the action, 
Assistant Attorney General H. G. 
Morison said: “Advertising plays 
an important role in the sale of 
goods and services in our free 
enterprise system. This suit seeks 
to assure that merchants will not 
be denied free access to all chan- 
nels of advertising by private com- 
binations.” 


GEORGE A. RICHARDS 

Detroit, May 31—George A. 
Richards, 62, owner of radio sta- 
tions WJR, Detroit; WGAR, Cleve- 
land, and KMPC, Los Angeles, 
died here May 28. 

Mr. Richards, who owned the 
Detroit Lions professional foot- 
ball team from 1934 to 1940, was 
a native of Crete, Ill. At the time 
of his death he was involved in 
a dispute before the Federal Com- 
munications Commission concern- 
ing the renewal of his license as a 
radio station operator. Charges 
that Mr. Richards slanted news 
broadcasts and had instructed em- 
ployes to give only unfavorable 
mention to such subjects as the 
Franklin D. Roosevelt family, 
Democrats and Jewish people, 
have been aired at length before 
the FCC. Mr. Richards denied all 
the charges. 
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Hess Attacks NRDGA 
for Failing to Tell 
Retailers’ Story 


New York, May 31—An attack 
on the National Retail Dry Goods 
Assn. for failure to act as the voice 
of the industry was made today 
by Max Hess Jr., president of Hess 
Bros. department store, Allentown, 
Pa. 

Mr. Hess said the NRDGA failed 
to keep the public informed “about 
the developments of the retail 
market which it ought to know.” 

Speaking at an anniversary 


| luncheon of the New York Univer- 


sity school of retailing, Mr. Hess 
said: 

“Whenever prices go up, people 
have a natural tendency to blame 
the man to whom they pay out 
their money—the retailer. Yet he 


isn’t the one who is boosting 
prices. Time after time, the re- 
tailer absorbs an increase in 


prices without passing it along to 
his customers. 

“But does the general public 
learn of this? No. As an industry 
we do not take the trouble to tell 
our story. As an industry we tell 
the public very, very little. And it 
is against this I wish here and now 
to register a most emphatic pro- 
test.” 


e “We should speak up,” he con 
tinued. “Department stores ha 
their own organization—t 
NRDGA. That organization 
supposed to be the voice of o 
industry. Many of us sitting he 
today are members of the associa 
tion, and we know how much 
pour into its treasury with t 
hope that it will speak for us. B 
does it? It does not.” 

Mr. Hess said the NRDGA n 
reforming and_ revitalizing i 
many ways. “Even its name 
wrong—‘dry goods association.’ 
think it’s high time we woke u 
and gave it a modern, realist 
name like the National Assn. 
Retailers, If we're goiag to spen 
money on publicizing somethin 
let's publicize retailing as t 
tremendous vital thing it is toda 
—and forget the doddering d 
goods concept of a century ago.” 

Mr. Hess urged that the indu 
try tell the public that departme 
store net profits, after taxes, a 
comparatively low. In 1949, 
said, they were 2.7%. 


es “Other organizations—the Na- 
tional Assn. of Manufacturers, for 
example—proudly shout from the 
housetops that manufacturers are 
fine, upstanding Americans be- 
cause they are content to get 
along on net profits of only 6%, 
7% and 8%. But we, who are 
down at 2.7%, keep it hushed up 
within the industry. Why don't 
the sages of the swivel chairs up 
there in the NRDGA offices real- 


ize what a splendid story they 
have to tell? 
“Instead of pottering around 


with their pamphlets they ought 
to be out shouting. They ought to 
pour out facts to members of the 
press and radio and magazines.” 

Mr. Hess said part of the story 
the NRDGA should tell is that 
the department store is “a phe- 
nomenal institution” which “has so 
well won the confidence of the 
American people that they now 
spend more than $10.5 billion a 
year in department stores.” 


N.Y. Bank Ad Law Declared 
Unconstitutional by Court 


A New York state law forbid- 
ding national banks from using the 
word “savings” in their advertis- 
ing has been ruled unconstitutional 
by State Supreme Court Justice 
Thomas J. Cuff. The ruling was 
made in denying a request by the 
state's attorney general for a per- 
manent injunction restraining 
Franklin National Bank from us- 
ing the word “savings” in its ads. 
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Great Lakes Carbon 
Tries Ad Series for 
Perlite Aggregates 


New York, May 29—Experi- 
mental advertising in industrial 
publications and newspapers has 
been started to introduce a new 
building material, perlite, a spe- 
cially processed volcanic mineral 
which has been used successfully 
to reduce the weight of concrete 
and to fireproof plaster. 

The perlite division of Great 
Lakes Carbon Corp., whose prod- 
uct is called Permalite, ran a frac- 
tional page ad May 22 in the New 
York Times, and a similar ad May 
23 in the Washington Post, urging 
use of perlite lightweight aggre- 
gates to save steel in building con- 
struction. Great Lakes also has 
launched a continuing campaign 
in 13 business papers on the uses 
of perlite in the construction field. 
Rickard & Co. is the agency 


@ The same agency is also plac- 
ing a series of experimental ads 
in Building Supply News, Plaster- 
ing Industry, and Progressive 
Architecture for the Perlite In- 
stitute, a recently formed organi- 
zation of processors. This series is 
expected to run through October. 
Experiments with perlite began 
about three years ago. The vol- 
‘canic mineral after processing has 
been found to be successful in 
tplace of sand in making cement, 
treducing the dead weight of con- 
‘crete and making it possible to use 
Nighter structural steel members in 
“fabricated steel buildings. 
* When used with plaster, it is 
‘said to give plaster a fireproof 
rating of four hours. Instead of 
)pouring concrete around structural 
DP icel beams and 


gclaimed that steel structures can 
now be adequately fireproofed 
Fwith the use of steel lath and 


}plaster that has been mixed with 
pperlite. 


+ 

-Cary-Hill Elects Hunter V. P. 

© Cary-Hill Inc., Des Moines agen- 

* has elected Schuyler Hunter a 
vice-president and account execu- 
tive 


4 


CENTRAL PRESS, INC. 


Publishers - Printers - Lithographers 
ESTABLISHED 1930 
Direct Mail - Catalogs - Publications 
one or more colors 


714 S. Adams St., Marion, Indiana 


TRANSAMERICANS—Meeting in San Antonio recently, the Transamerica Advertising 
Agency Network elected M Glen Miller, M. Glen Miller Advertising, Chicago, president. 
Delegates at the convention, pictured here, included (seated, left to right): Dr. Helen 
Bullard, Chas. Rawson & Associates, Atlanta; Bill Phillips, Phillips Co., Advertising, Son 
Diego; Art Adkins, A. L. Adkins Co., San Francisco; Darwin Clark, Darwin H. Clark 
Co., Advertising, Los Angeles; Jack Pitluk, Pitluk Advertising Co., San Antonio; Dave 
Evans, David W. Evans Advertising Agency Salt Lake City; Frank Belden, Belden & 


Hickok, Cleveland; Wayne Welch, Wayne Welch Inc., Denver; Ruth Datche Falchero, 
Datche Advertising Co., St. Louis; (standing, left to right): Bob Boker, Frederick E. 
Baker & Associates, Seattle; Jack Pitluk Jr., Pitluk Advertising Co., San Antonio; Herb 
Willis, Nelson-Willis Inc., Minneapolis; Chorles Meissner, Charles Meissner & 
Associates, Milwaukee; M. Glen Miller, the new president of the network; Earle 
Buckley, Earle A. Buckley Organization, Philadelphia, and Maurice Falchero, Datche 


frames, it is| 


Advertising Co., St. Louis 


Chicago Marketers Elect 


Harper Boyd of Industrial Sur- 
veys Co. has been elected president 
of the Chicago chapter of the 
American Marketing Assn. Other 
officers elected are: Fred L. Willis, 
Toni Co., lst vice-president; Rob- 
ert J. Lavidge, American Meat In- 
stitute, 2nd vice-president; John R. 
Mooney, Wilson & Co., treasurer, 
and Katherine Messick, Russel M. 
Seeds Co., secretary. 


Two Appoint Simon & Smith 

Troy Laundry and Cole, Clark 
& Cunningham, industrial insur- 
ance specialist, have appointed 
Simon & Smith, Portland, Ore., to 
place their advertising. Lee Still, 
formerly production manager of 
Adolph L. Bloch Advertising 
Agency, has been named to the 
production staff of Simon & Smith, 
and Don Hoyt, free lance artist, has 
joined the art department. 


Appoints Morgan Reichner 

The American Economic Foun- 
dation, New York, has promoted 
Morgan S. A. Reichner to the post 
of executive director and a mem- 
ber of the board of trustees. Before 
joining the foundation Mr. Reich- 
ner was associated with Batten, 


Many AM Shows 
Will Be Missing 
During Summer 


(Continued from Page 1) 

the presence of William Wrigley 
Jr. Co., which will spend $500,000 
(time and talent) for a special 
summer campaign (AA, May 29). 
This package buy of 36 half-hour 
CBS-produced shows was made 
through Arthur Meyerhoff & Co. 

Included in the lineup of Wrig- 
ley-sponsored programs will be 
“Broadway Is My Beat,” “Yours | 
Truly, Johnny Dollar,” “The Line- 
up,” “Rate Your Mate,” “Ro-! 
mance” and “Pursuit.” In some} 


| areas these programs will fill} 


the time vacated by regular win- | 
ter attractions, such as the Elec- 


Meanwhile, his local early morning 
show will continue. 


Mutual Broadcasting System, 
whose programs generally are 
more modestly budgeted than 


those on the other networks, con- 
sequently is less concerned with 
the hiatus problem as such. Kel- 
logg Co. will give Victor Borge a 
vacation from his three times 
weekly five-minute series, and 
may take a hiatus on the “Mark 
Trail” program. Starting June 18, 
Mr. Borge’s time will be filled 
with a Mel Allen sportscast, spon- 
sored by Joe Lowe Corp., through 
Blaine-Thompson Co. 

National Biscuit Co.’s “Straight 
Arrow Show” will go off the air 
for the summer as of June 21, 
leaving Mutual to fill the twice- 
weekly half hour. Noxzema Chem- 
ical Co. will take an eight-week 
layoff from its sponsorship of the 
Monday night commentary of 
Gabriel Heatter, as of July 9. 


tric Companies Advertising Pro-|@ Few of National Broadcasting 
gram’s “Meet Corliss Archer” and} Co.’s AM sponsors have arranged 
Electric Auto-Lite Co.’s “Sus-/| for summer replacement programs. 
pense,” which are due back on the; Many are taking hiati and some 
}air in the fall. are staying on with their regular 


tor’s Musical Merry-Go-Round.” 

At mid-week the network did 
not know if the other two current 
Tandem advertisers—Chesterfield 
and Whitehall Pharmacal Co.— 
will continue throughout the va- 
cation season. 


e Advertisers slated to take hiati 
and leave NBC to fill their time 
until fall include: George A. Hor- 
mel Co. for “Music with the Hor- 
mel Girls,” Trans World Airline 
for “Mr. & Mrs. Blandings,” E. I. 
du Pont de Nemours & Co. for 
“Cavalcade of America,” Lewis- 
Howe Co. for “Baby Snooks,” Lig- 
gett & Myers Tobacco Co. for Bob 
Hope, General Foods Corp. for the 
canceled “Aldrich Family” and 
“Father Knows Best,” Pabst Sales 
Co. for “Life of Riley,” American 
Tobacco Co. for “Hit Parade,” and 
Colgate-Palmolive-Peet Co. for 
the Dennis Day and Judy Canova 
| shows. 


Chew, Stewart Capture 

Agate Club Golf Awards 

| Bob Chew, Penton Publishing 
Co., won first low gross (guest) 
at the annual golf tournament of 


Barton, Durstine & Osborn, Abbott | 


the Agate Club, Chicago, at Bob 


Kimball Co., Buchanan & Co. and 
his own agency. 


207 N. MICHIGAN AVE., 


CHICAGO 1 + 


FRANKLIN 2.5854 


lollins 
| Miller and 


| Matchings 


INCORPORATED 


es Among other Columbia adver- 
| tisers who will take vacations this 
summer: Lever Bros. for “Lux 
Radio Theater” (the future of 
Lever s “My Friend Irma” was un- 
decided as this story was written); 
Procter & Gamble for the across- 
the-board shows—Lowell Thomas, 
“Beulah” and Dinah Shore; Ster- 
ling Drug for “Mr. Chameleon”; 
Liggett & Myers Tobacco Co. for} 
Bing Crosby; Whitehall Drug Co.| 
for “Mr. Keen”; Hall Bros. for 
“Hallmark Playhouse,” and Gen-| 


programs. Exception to this pat- 
tern is U.S. Steel Corp., which, for 
the second year, will carry the 
NBC symphony as a vacation sub- 
stitute for “Theater Guild on the 
Air.” The hour musical show will 
start June 10 at 8:30 p.m., EDT. 
Groucho Marx, who will take 
a leave from his radio and video 
duties for DeSoto-Plymouth deal- 
ers starting July 4, will be re- 
placed by “It Pays to Be Ignorant” 
during the warm weather months. 
Kraft Foods Co. will take the 
“Great Gildersleeve” off the air 


O’Link May 25, with a 76, and 
Robert Stewart, National Cylinder 
Gas Co., won first low net for 
| guests, with an 81-10-71. His vic- 
tory gave him a leg on the Apver- 
TIstInG AGE trophy, on which he had 
previously won a leg in 1941. Three 
victories retire the trophy. 
| Other winners in the field of 122 
members and guests included: H. 
| W. Markward, Life, first low gross, 
|; member; R. C. Eaton, Holiday, first 
| low net, member; Larry Coy, Look, 
|}second low gross, guest; Jack 
| Kelly, Look, second low gross, 
|}member; Dale Miller, Earle Lud- 


eral Foods Corp. for “Hopalong | during the summer and will shift| gin & Co., second low net, guest; 


Cassidy” and “Gangbusters.” | 
As reported earlier, 
Shriner will be backed by Lipton | 
tea as a summer substitute for) 
Arthur Godfrey on “Talent 
Scouts.” American Tobacco Co. | 
will present Guy Lombardo’s mu- | 
sic in the Jack Benny Sunday 
night spot, starting June 10. Mario 
Lanza will be Coca-Cola's sales- 
man as a replacement for Edgar | 
Bergen and Charlie McCarthy dur- 
ing the warm weather months. 


e Barry Gray, whose nightly con- 
troversial interview sessions over 
Station WMCA, New York, have 
picked up an impressive following 
among stay-up-laters during the 
past two years, will be introduced 
to network audiences in the same 
sort of program. Starting July 2, 
Mr. Gray will present his town 
meeting type of program from 
to 7:45 p.m. EDT, Monday 
through Friday, as a _ sustainer. 


“The Falcon,” mow heard over 
to the latter’s time—Wednesdays 
at 8:30 p.m., EDT. 


@ Pet Milk Sales Corp. is con- 
sidering a summer series to fill the 
time vacated on Tuesday evenings 
starting June 5, when Fibber Mc- 
Gee and Molly leave the airwaves 
for their vacation. The program 
may be a new situation comedy 
starring Judy Holliday. 


One of NBC's best nighttime 
summer sponsors will be Radio 


Corp. of America (J. Walter 
Thompson Co.), the network’s 
parent company, which started 


a heavy campaign for RCA Vic- 
tor video sets and records in May 
(AA, May 7). This includes partic- 
ipation in five programs sold as a 
part of Operation Tandem—minute 
participations rotating over several 
shows—and full sponsorship of 
“Rex Saunders” and “RCA Vic- 


Fred Bower, Look, second low net, 


Herb} NBC, Sundays at 4 p.m., EDT, in-| member. In addition, there were 


prizes for the low guest and low 
member in each foursome. 


| Voice of America Appoints 
Richard Hubbell a Director 

Richard W. Hubbell, radio-TV 
producer and consultant, has been 
| appointed transcription service di- 
|rector for the Voice of America. 
An adviser in the establishment of 
several television stations and 
projects, Mr. Hubbell will also 
head a television section to explore 
the possibilities of TV in the in- 
ternational field. 

Prior to forming his own coun- 
seling service, Mr. Hubbell held 
many television station and net- 
work positions and was also on the 
staff of N. W. Ayer & Son, New 
York. 


Joseph Mathers Leaves WLAD 

Joseph Mathers has resigned as 
commercial manager of Station 
WLAD, Danbury, Conn. 
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Cost Problem Drastic, 
NAMP Members Told 


(Continued from Page 1) 
copyright convention is being con- 
sidered, working through Unesco. 
Under a new copyright law, U.S. 
works would be protected abroad, 
just as foreign works would be 
protected in this country. 

Paper: Mr. Cole reported that 
paper mills are now working at 
103% capacity (possible because 
capacity is rated on a six-day 
week, and some mills are now 
working seven days) and said pa- 
per makers are reporting cost in- 
creases of from $15 to $25 a ton. 

He predicted that an average 
price of about $180 a ton would 
hold through 1951. He brought up 
to date NAMP’s previous studies 
of paper costs, and showed that 
magazines had given their readers 
a better break in 1950—they 
printed 7.3% more pages than in 
1949, and received 4% more rev- 
enue. He also pointed out that, for 
a representative sample of pub- 
lishers, paper cost accounts for 
26% of their income. 


@ TRANSPORTATION: Louis H. Pal- 
mer, Curtis Publishing Co., told 
the group of still another increase. 
Shortly after the NAMP annual 
meeting in September, 1950, when 
a saving of $1,300,000 in magazine 
transportation costs seemed possi- 
ble, railroads asked for a 6% rate 
increase. Eastern roads received 
4%, western and southern roads 
2%, on an interim basis. Then the 
petition was amended to ask for a 
15% increase, and Mr. Palmer 
thinks the roads may get a 10% 
boost. This increase, he warned, 
would affect not only the cost of 
magazines shipped, but all the ma- 
terials being shipped to publishers 
by rail. He also pointed out that 
trucking companies and express 
companies also are asking rate in- 
creases to bring them up to rail- 
road levels. 

MANAGEMENT: Paper and prices 
dominated the session at which 
Donald G. Shook, deputy director 
of NPA’s printing and publishing 
division, and Lewis W. Trayser, 
vice-president of Curtis and a 
member of the NPA advisory com- 
mittee for the magazine industry, 
spoke. They emphasized that paper 
production is ahead of capacity, 
and the supply is adequate, but 
that the sulphur shortage may 
change the picture, and the gov- 
ernment’s set-aside order still 
stands. 

Higher paper prices were in- 
dicated. The NAMP cos? account- 
ing manual is still in preparation; 
once the publishers have a uniform 
accounting method, comparable 
costs can be figured much more 
easily, they declared. 


@ CircULATION: The survey by the 
National Assn. of Retail Druggists 
is moving satisfactorily, and a re- 
port on four of the 12 stores in- 
volved should be ready by the 
NARD’s fall convention. Maga- 
zines have followed this study with 
interest, because it will report on 
the costs and profits of handling 
specific items—among them maga- 
zines. NAMP contributed $20,000 
toward defraying the study’s cost. 
It has been in progress a year, 
with monthly tabulations on the 
7,000 items or more that an aver- 
age drug store carries. 

Robert E. Haig, Hearst Maga- 
zines, who has followed the study 
from its inception, says he be- 
lieves it is “an authentic study 
which will dispel the phlegmatic 
attitude of the druggist toward 
magazines.” 

Another project is a contest for 
architects and designers to stimu- 
late design of newsstands for 


buildings. First discussed at 
NAMP'’s annual meeting in 1950, 
the project is about ready to begin 
—with Building kicking off the 
campaign in a summer issue. 
NAMP authorized $15,000 for the 
contest, $6,000 of which is prize 
money, and most of the rest 
ticketed for a booklet to be pro- 
duced at the end of the contest 
summarizing the best ideas for 
wholesalers, architects and store 
fixture designers. 


@ CENTRAL REGISTRY BUREAU: This 
device by which publishers keep 
track of field crews is making 
progress. It had to fine one agency 
$2,150 for various violations, and 
has a hearing set for another 
agency charged with not register- 
ing solicitors. Agencies must now 
post $1,000 in bond, to prevent 


billing of subscribers if the agency 
folds. Lowell Shumway, McCall 
Corp., told the group that the joint 
contribution of publishers and 
field service agencies to Better 
Business Bureaus would be raised 
from $50,000 to $60,000 this year 

The publishers are eagerly 
awaiting the outcome of the case 
involving restrictive ordinances 
(i.e., against door-to-door sell- 
ing) now before the Supreme 
Court. 


The present NAMP slate—Mr. | 
Fuller, chairman; Ford Stewart, | 


Christian Herald, secretary, and 
Arthur S. Moore, treasurer—were 
reelected. All directors were re- 
nominated and reelected, except 
that the post held by Malcolm 
Muir, Newsweek, will be held 


hereafter by T. F. Mueller, News- | 


week publisher. 

The board of directors was ex- 
panded from 27 to 30, and two new 
directors, George Delacourte Jr., 
Dell Publishing, and David Fred- 
erick, Harper’s Magazine, were 
elected to the board. 


Cincinnati Adclub Elects 

Joel W. Stovall, sales manager 
of Station WKRC, has been elected 
president of the Advertising Club 
of Cincinnati. Ed Hodgetts, as- 
Sistant manager of sales promotion 
of Cincinnati Gas & Electric Co., 
has been elected vice-president. 


"You Asked For It' Retained 

Rosefield Packing Co., manufac- 
turer of Skippy peanut butter, wil] 
continue “You Asked for It” 
through the summer over DuMoni 
Television Network. Guild, 
Bascom & Bonfigli, San Francisco, 
is the agency 


Sell the “HEART” of the Family 


12n9% 


America’s 


LEADING 


MONTHLY 
to Families with 
YOUNGER 
CHILDREN 


(3 te 10) 
Write for Market Date Folder A 
1018 S. Wabash Ave., Chicago 


Right next door—a billion dollar market 


Will your product—or a com peti- 
tor’s—be FIRST in the hearts of 
Mexico's new generation of buyers? 


When a Mexican of the prosperous 
new generation gets off his Simmons 
mattress in the morning, brushes his 
teeth with Squibb toothpaste, listens 
to his RCA Victor radio while don- 
ning a Hart, Schaffner & Marx suit, 
breakfasts on Kellogg's Corn Flakes, 
drives his Ford to the office, and 
signs his mail with a Parker “51,” 
he is like an American. 


But when he passes up a football 
game to attend a bullfight, persuades 
a bandleader to abandon the blues 
and play a bolero, lunches from 2:30 
to 5:00 instead of snatching a sand- 
wich and dyspepsia between appoint- 
ments, and plays pachuca instead of 
bridge, he is not like an American. 


How to make these differences and 
similarities in markets and people add 
up to your advantage? 


On-the-ground knowledge 


To do it, J. Walter Thompson's office 
in Mexico City provides a fully rounded 
stat combines on-the-ground know|- 
edge and world-wide experience. 


More than 90% of this staff are life- 
long residents of the country. Several 
have served in other Thompson offices 
... @ll have been trained in the J.Walter 
Thompson tradition. And their ex peri- 
ence 1s continually enriched by visits to 
and from the home office. ’ 

As in Mexico, the 28 other J. Walter 
Thompson staffs all over the world com- 
bine local knowledge and world-wide 
experience, cross-fertilize ideas. 

Are you planning to market your 
product more widely? We'll be glad to 
show you how to take strategic advan- 
tage of our offices throughout the world. 


Principal J. Walter Thompson foreign offices: 


ARGENTINA Buenos Aires 


AUSTRALIA Sydney and Melbourne 
Betciem Antwerp 

Braz Rio de Janeiro and Sio Paulo 
CANADA Montreal and Toronto 
ENGLAND London 

FRANCE Pans 

Inpia Bombay, Calcutta, New Delhi 
Mexico Mexico City 


Soutu Arnica Cape Town, Durban, 
Johannesburg, Port Elizabeth 


International Division, New York 


Offices in U.S.A.: 


Cricaco LAKELAND 
Detrort Miami 
Hottywoop SAN FRANCISCO 


Los Ancees SeATTLE 
Wasninoron, D.C 


J. WALTER THOMPSON COMPANY 
420 Lexington Avenue, New York. 
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© King Features 8) ndicnte 


Can you name these Battling Belles? 


These are fighting women! 

They fought to change the nation’s morals, its political future, even its 
laws. And what’s more — they won! 

But even though their portraits have appeared in hundreds of history 
books...in countless newspapers and magazines... 

Did you recognize Saloon-buster Carrie Nation? Susan (Votes-for- 
Women) B. Anthony? Famed feminist Lucy Stone? Or did you only 
recognize Jiggs’ strong-minded spouse? 

It’s Maggie, of course! And she’s a battling belle only in the comics! 

Every Sunday morning, some 18 million adults (and their youngsters ) 
settle down to follow Maggie's latest adventure in PUCK, the only national 
comic weekly. 

She’s a Sunday caller that is welcomed warmly, eagerly, week after week. 
And so are Blondie and Dagwood, Tillie the Toiler, Little Iodine, Donald 
Duck (and now Hopalong Cassidy!) and all the other beloved PUCK 
characters! It wouldn't be Sunday without them! 

It’s hard to measure the warmth of a welcome in cold statistics. But look 
at these proven facts: 4 out of 5 adults read comics. Advertising in PUCK 
gets more readers per dollar. Identical copy gets 3 to 5 times more thorough 
readers in PUCK than in top weekly magazines. (Starch) 


Outstandingly successful firms like General Mills, Inc., Cudahy Packing 
Co., Wildroot Co., Inc. and others have, for years, been consistent users of 
space in PUCK, The Comic Weekly. 


seses 


"© © © © Publisher Finds New Market ***** eee 


The name Walter J. Black, Inc. and big mail order book sales are almost 
» Synonymous. In 1940, when no book advertiser ever thought of Sunday 
» comics, Walter J. Black, Inc. sensed the tremendous possibilities in this 
' great mass market. The first Black advertisement in Puck broke precedent 
: for the industry, brought millions of book sellers’ advertising dollars to 
* Puck and made it the most important mail order book selling medium in 
the world. Don't miss hearing Puck’s sensational “Book Story”. 


eereevesnecee © Geeeeeeeeeeeenee €0080806066868086 
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The Only NATIONAL Comic Weekly —A Heorst Publication 
63 Vesey St., N. Y., Hearst Bldg., Chicago, 406 Hearst Bidg., San Francisco 
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